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New Yuit Construction... 


standardized and flexible... 
brings the desired advantages of 
centralized Motor Control within 
the reach of any budget. A 
custom - built control center... at 
an installed cost less than that of 
any “home-made’ substitute. 


Unitrol is a new idea in Motor Control. It is a 
new unit-type of standardized Motor Control 
construction which permits all needed types 
of control devices to be easily organized into 
a complete enclosed sectionalized Motor Con- 
trol Center...making it just as big or just as 
small as your present needs require. It is easily, 
quickly and economically built up, without spe- 
cial engineering, containing just the individual 
controllers, disconnect switches, and acces- 
sories you specify. 

Unitrol comes to you complete... either with 
all wiring, busses, terminals and interconnec- 
tions already made...or with provisions for 
wiring it “on the job”. It may be changed, ex- 
tended, or contracted later on, just as easily 
and economically as it was first built up. It 
saves space, time, trouble, worry, and incon- 
venience up and down the line; and its installed 
cost is less than the cost of any “home-made” 
substitute. 


THE MODERN SECTIONALIZED CONTROL CENTER 


Copyright 1940—Cutler-Hammer, Inc, 






a milestone of engineering progress 


MOTOR CONTROL 


“* The basic element of Unitrol is a 
simple unit mounting-frame into 
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which any standard control device 
may be bolted. This unit frame 
has integral with it a hinged 
cover or door which may be 


blank, or arranged for either dead-front manual 
or push-button operation of the device enclosed. 


2nd ...The Unitrol Section 


The Unitrol Section is a steel enclosure 
which houses and supports a group of 
Unitrol Units. It is constructed of stand- 
ardized interchangeable members to 
form the sides, top and back... with 
unique provisions for bus supports, 
wiring troughs, conduit or duct en- 
trances, etc. 


3rd ...The Unitrol Control Center 


A Unitrol Control Center con- 
sists of a grouping of Unitrol 
Sections fabricated into a 
complete sectionalized assem- 





bly and delivered reacy ‘or installation and use. 
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Unitrol...Fits control tothe job 


Unitrol permits your control installation 
to be shaped at will...in a straight 
line, an L-shape, or a U-shape in which 
case it literally forms its own control 
room. In some instances, controls may 
be mounted back to back in the same 
section...resulting in a space economy 
hitherto undreamed of! And the in- 


dividual control unit with its door frame bi 











forms a brand new time, cost, and 
trouble-saving “‘built-in’’ control for 
builders of motorized machines. 


Write for this book ...A new book. 
“Unitrol ... the next step forward in Motor Contr fy 
tells the whole important story. Sent free by reques! 
your business letterhead. Write for your copy tod% 
CUTLER-HAMMER, Inc., Pioneer Electrical Manufacture 
1327 St. Paul Avenue, Milwaukee, Wisconsin. 
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The remodeled First Federal Savings 
and Loan Building, lowa City, in which 
this Square D equipment is installed. 






CALL IN A SQUARE D MAN 
MAR 20 
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Compare In this issue we introduce the Electrical 
Wholesaler’s Business Index. 

Figures published cover sales and inventories for 
November 1940, show percentage changes from the 
previous month and the same month of the previous 
year. 

The method we have adopted for presenting these 
figures, both for the whole United States and for the 
22 separate regions, was designed to encourage the 
widest possible use of this new service and particularly 
to facilitate quick comparisons. 

It is believed that every salesman, every wholesaler, 
every manufacturer, can use these monthly figures, not 
only for comparison of regional records with personal 
performance but also as a guide in planning ahead. 

We invite your comments and shall welcome sug- 
gestions for improvement of this service. 


© 
Appliance Sales Salesmen who have left their 


appliance dealers to shift for themselves better get on 
the bandwagon and plan for the type of cooperation 
that will get them a share of the record business that 
1941 apparently has in store. 

Appliance manufacturers, almost without exception, 
are planning the most extensive advertising and promo- 
tional campaigns in recent history. New models, price 
adjustments, intensive selling, are factors that will help 
1941 to break some of the records that up to 1940 
had remained untouched under a blanket of dust and 
cobwebs. 

Here are some of the new all-time sales records 
that were chalked up in 1940, according to sales fig- 
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1941 


ures published in the current issue of Electrical \/cr- 
chandising: Chimes—1,045,000; vacuum cleaner 
1,738,187; electric clocks—3,600,000; electric irons 
10,342,000; oil burners—297,000; oil space heaters 
390,000; refrigerators—2,600,000. 

We give you notice now: 1941 promises to be the 
biggest electrical appliance year in our history. Better 
get your share—while it’s there. 


© 
Not Wholesale The strong hand of the Fed- 


eral Trade Commission is on the neck of a New York 
furniture concern that has thrived on selling misguided 
consumers “at wholesale’” when sales price actually 
represented a juicy profit above the wholesale price. 

The fact that this concern dressed up the old trick 
by issuing “admittance permits” through friendly out- 
siders merely increased the illusion but will not help 
their case when the hearing is held. 

The type of fooling the public, that this case involves 
takes annually thousands of dollars worth of business 
away from legitimate retailers. Therefore—more 
power to F.T.C. in its efforts to stamp out fake 
practices. 


© 
Random Records Construction figures right 


now are the enigma of enigmas because they keep right 
on piling up new totals—which means that electrical 
contractors everywhere are now and will be needing 
electrical materials in almost unprecedented quantities. 

Retail sales of all kinds through November were up 
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No. 1913-I Receptacle 
with No. 92101 Plate 


No. 1913-] 


yy 


They’ re ‘Bright Spots in the Wiring Picture”’ — equally for 
home owner and Contractor. Rich, ivory-like IVORYLITE 
has a style-appeal so aptly in harmony with today’s decora- 
tive tastes! 

Structural merit backs up the style. Duplex Receptacle has 
full-floating contacts, adjusting automatically to alignment 
of the plug prongs with a firm, positive contact. Switches 
also have self-aligning contacts; completely enclosed 
Bakelite bases, compactly small for generous wiring room. 
Solid IVORYLITE neck and operating lever. 
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OLD "THROUGH your 


H&H MORYLITE 


RECEPTACLES 
SWITCHES 
PLATES 


No. 1881-I 


HART & HEGEMAN DIvisiong&& 


THE ARROW-HART & HEGEMAN ELECTRIC CO. HARTFORD, CONN. 


BRIGHT SPOTS IN THE WIRING PICTURE 





No. 1881-1 Switch 
with No. 92071 Plate 





Sreleeessee ft! 






































Switches are available in single-pole (No. 1881-1) and 3-way 
(No. 1883-1); listed as standard by Underwriters Laborato- 
ries; rated 10 Amps., 125V.; 5 Amps., 250 V. Plates are of 
standard UNILINE design with universal trade-numbers, 


interchangeable for all makes of devices. 


The IVORYLITE Line, (brown Bakelite optional ), includes 
Radio Outlets and multiple-gang combinations of Switches, 
Pilot Lights and Receptacles. All in all it’s the line of today 
and tomorrow: ... be sure you have all the data on hand for 


properly equipping each job; ask us to see to that! 


WHOLESALER 






WHOLESALER’S SALESMAN — January 1941 




















11 per cent over last year, in December bigger increases 
are indicated and in some sections new sales records 
are expected. 

Automobile sales are rolling up new totals, with 
retail deliveries of cars like Ford, Buick, Chrysler 
topping seasonal figures of long standing, while the 
phenomenal increases of electrical appliance sales, also 
reported on this page, speak for themselves. 

There seems no break in sight. Therefore—even 
the new 200-inch telescope would not enable any Alibi 
Ike to find a single reason anywhere, why he could 
not make 1941 a banner year—if he tried. 


Rural That old gag about rural areas being just so 
much space for the wholesaler’s salesman to travel 
through has long since lost its point—in fact, is just 
the reverse from the truth. Since 1936, each year has 
increased the importance of the rural market, and for 
1941 no change in that trend need be expected. 

Through activities of private utilities and the REA, 
new sales opportunities are being opened up every 
month. Recent allotments by REA of $82 million 
bring the total spent by that one stimulating agency 
alone to $351 millions, promise to get the new year 
off to a flying start. 

Furthermore, rural sales of general merchandise 
reflect the influence of various types of government 
payments to the farmers. Since January 1940, monthly 
sales have exceeded previous totals by substantial mar- 
gins, with November 1940 topping all recent Novem- 
ber sales and December 1940 sales promising to estab- 
lish new records. 

Don’t neglect your rural markets. 


© 
Washington Straws Previously appearing 


occasionally as one of the topics in this department, 
Washington Straws now blossoms forth as a full 
fledged feature in its own right. You will find it on 
page 32 of this issue. Read it and then let us know 
what you think of it, tell us how we can make it more 
useful and interesting to you. 


© 
Happy New Year A year ago we ventured the 


forecast that 1940 would be a good year—businesswise. 
We said also: “1940 will reward fighters.” 

As we write, the last day of 1940 is slipping over 
the western horizon into eternity and all about us we 
find evidence to prove conclusively that those predic- 
tions came true: 1940 was a good year—businesswise— 
and it did reward fighters. 

What then of 1941? 

For several months past, electrical wholesalers and 
salesmen have found their sales favorably affected by 
business that had its origin directly or indirectly in 
National Defense activities. 

Indications are that the same influence will produce 
even more substantial gains during the first 6 to 9 
months of 1941. Then sales volume may level off at 
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the approximate average attained during the October 
1940-September 1941 period, and perhaps continue at 
about the same pace through 1942, of course subject 
to certain seasonal fluctuations. 

At present, only a brief period of hesitation is looked 
for if a peace of some kind should put an end to the 
fighting abroad. This because firm orders and con- 
tracts placed as the result of our National Defense 
Program will support business at the indicated higher 
level even if British buying or the proposed type of 
sritish mortgage orders should cease. 

Thus, it appears that for 1941 highly satisfactory 
sales volume will be obtainable and yet we feel impelled 
to repeat here substantially what we said a year ago: 


© 
Forty-one For Fighters pericas such as 


that which we are passing through at present can be 
used in two different ways. 

The shirkers, the lazy-bones, the coasters, the float- 
ers—they all will ride the tide of easy sales while 
talking glibly about big business, good profits, easy 
money. They will give little or no thought to the 
future as such and, very likely, the future will find them 
with very little more than just thoughts to claim as 
their own. 

Not so with the fighters. 

They will, in 1941, fight to cement more closely the 
relationships between themselves, their suppliers and 
their firm through continuously welding stronger bonds 
between themselves and their customers, and they 
know that all this must be done chiefly through service. 

Service is not merely the foundation, but in fact 
constitutes the sole justification for existence, of the 
electrical wholesaling business. 

Therefore, the salesman who through this period 
makes it his job to see that his customers get better 
service in sales, follow-up, general helpfulness and 
cooperation will soon lift himself out of that despised 
class of “order takers’. He will be greeted as a wel- 
come counselor, as a helper, a nominal partner, and 
his status will become so strongly entrenched that in 
good times or bad it will be he who gets the “breaks”, 
who gets the first shot at an order, who enjoys that 
“inside track” to the buyer. 

Thus, the fighters of 1941 will harness that expected 
tide of easy sales to a program of building those cer- 
tain priceless assets of customer good-will that not only 
make their future secure, but that time enhances in 
value and crowns with increasingly greater reward. 

Happy New Year and—Good Luck. 


EDITOR 
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Private Telephone 
System 








AUTOMATIC < ELECTRIC 


PRIVATE INTERIOR TELEPHONE SYSTEMS 


Distributed by: AMERICAN AUTOMATIC ELECTRIC SALES COMPANY, 1033 West Van Buren Street, Chicago, Illinois 
Sales and Service Offices in Principal Cities e In Canada: Canadian Telephones & Supplies, Limited, Toronto 
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New York Wholesaler Strike 
Ends After Brief Shutdown 


Agreement between 56 member-firms of E.E.W.A. and 


American Federation of Labor reached following three- 


day strike. 


gw Saturday noon November 30 
until the following Wednesday 
morning, fifty-six electrical wholesale 
houses of New York’s metropolitan 
area were closed when their employees 
were called out by Local No. 3, 
I.B.E.W., of the American Federation 
of Labor. The employees of these 
companies (all members of the East- 
ern Electrical Wholesalers Associa- 
tion) have been unionized since 1937 
and the strike occurred when the 
three-year contract expired the last 
day of November. 

Hoping to prevent a strike, every 
effort was made to reach satisfactory 
terms before that expiration date; in 
fact, G. V. Weir, managing director of 
E.E.W.A. and a committee from that 
organization, held frequent meetings 


Pay increases range from 7} to 10 per cent 


with union officials during the pre- 
vious six weeks in an attempt to iron 
out their major differences. 

The broadest gulf existing between 
the wholesalers and union represen- 
tatives was the matter of pay in- 
creases. The union asked for new 
wage scales that were not only unfair, 
but absolutely impossible to meet, 
stated a spokesman for the whole- 
salers. Other differences involved such 
things as sick leaves, vacations, num- 
ber of holidays. There was no prob- 
lem of closed-shops because under the 
previous contract all employees of the 
56 wholesalers belonged to this par- 
ticular union. 

The day the strike began, a com- 
mittee of twelve wholesalers met with 
the union’s committee at eleven in the 





ALL’S WELL AGAIN between 56 wholesalers belonging to the Eastern 
Electrical Wholesalers Association and Local No. 3, 1.B.E.W., American 
Federation of Labor. Wholesalers and union officials watch the signing of 
the new agreement which is to run for two years. Seated at right-center 
is G.V. Weir, managing director of E.E.W.A. At his left is Samuel Dobbins, 
business representative of Local No. 3. 
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morning, kept up their discussions 
until two the next morning. They ad- 
journed for nine hours and then went 
at it again. And so the series of con- 
ferences was intensively carried along 
until both sides agreed to terms for a 
new contract. The agreement was 
reached without the assistance of an 
outside intermediary. 

Under the new arrangement which 
will be in efféct for two years (with 
the exception of pay rates which may 
be adjusted at the end of a year), the 
major points are: 1, wages of lowest 
salaried employees have been raised 
10 per cent. Salaries of all other em- 
ployees were upped 74 per cent; 2, 
employees will receive a week’s vaca- 
tion with pay; 3, employees receive 
seven holidays, with pay, each year; 
4, time in excess of 40 hours per week 
calls for time and a half; 5, regular 
store hours from Monday through 
Friday are 8 A.M. to 6 P.M.; Satur- 
days from 8 A.M. to noon. 

Although not the official count, it is 
estimated that 1,500 electrical whole- 
saler employees belong to Local 3, so 
work under terms of the new contract. 
Furthermore, it is estimated by men 
in a position to know, the salary in- 
creases will boost the combined pay 
rolls of these 56 wholesalers by a 
minimum of $750,000. 

Feeling that it would be of interest 
to wholesalers in other parts of the 
country, WHOLESALER’s SALESMAN 
contacted a number of the New York 
wholesalers involved, to try to deter- 
mine the general attitude regarding 
the strike and the new contract. Sum- 
ming it up, their attitude seemed to be, 
“All of our employees are unionized, 
we are going to make the best of the 
situation.” 

The hour maximums do not bother 
them because the 40-hour week has 
been set by the Federal Government. 
The new wage-scale is generally satis- 
factory to the wholesalers. In fact 
several of them stated that their com- 
panies have been above some of the 
minimums now established in the 
union contract. As might be expected, 
most of the wholesaler executives do 
not approve of salesmen being union- 
ized because their hours, operating 
conditions, and problems are far dif- 
ferent from those of the inside em- 
ployees, who can be placed on definite 
working schedules. 
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Peak Efficiency at Low Cost! 


R EFLECTORS make a lighting fixture—particularly 
a Fluorescent Fixture. Fluorescent lamps—long, 
low-brightness light sources—require reflectors with 


"punch". In Guth Fluorescent Luminaires, genuine 
ALZAK Reflectors provide this "punch". 


Guth Reflectors are formed to engineered specifi- 
cations, then finished Diffuse ALZAK in our own com- 
plete ALZAK Plant, to maintain the full diffusion of 
Fluorescent Light. ALZAK "Brightening" makes 
possible up to 25% more light output. ALZAK 
processing after reflector forming means a better 
finish. This higher reflectivity is sealed with a tough 
film of aluminum oxide, second in hardness only to 
the diamond, for life-time permanence. 


Sell Guth Fluorescent Fixtures 


PW 4 Val with diffuse ALZAK reflectors 
ALUMINUM 


REFLECTORS for better satisfied customers. 





Write today for New Catalog #37, featuring 
Guth's Complete Line of Fluorescent Fixtures. 
Free engineering and layout service at your 
command. 


THE EDWIN F. GUTH COMPANY 


2615 Washington Bivd. St. Louis, Missouri . 
“Leaders in Lighting Since 1902"' 


ALZAK 
Efficient 















Incandescent ALZAK Fixtures 





ALZAK Reflectors are available in Guth’s complete line of Fixtures for Incan- 
descent Lamps. Super-lIluminator (left) provides Indirect Lighting for true 
*“*Light-Conditioning’’. High-Bay Reflectors (right), concentrated or spread 
types, for 15- to 100-ft. mounting, are among the Guth Mazda C Industrial Line. 
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INITIATES into 25-year Club of. Ilg 


Electric Ventilating Co. During the 
1941 Sales Convention at New York's 
Hotel Astor last month, Ilg President 
J. M. Frank (right) presented gold 
watches as tokens of membership to 
M. C. Tompkins (left, center) and 
J. O. Lennon, both of whom joined 
the company in 1914. Tompkins is 
Boston manager, Lennon is New York 
manager. General Sales Manager 
P. D. Briggs (left) enjoys the presen- 
tation. 








Personnel Changes 
At Westinghouse Supply 


J. C. Schmidtbauer has been elected 
a vice-president of the Westinghouse 
Electric Supply Co., reporting directly 
to the president. At the first of the 
month he relinquished the manager- 
ship of the Northwestern District, but 
will continue to headquarter in the 
Chicago office as consultant to the 
district manager. 

J. H. Fisher, who has been man- 
ager of the Middle Atlantic District, 
with headquarters in Philadelphia, 
has moved to the managership of the 
Northwestern District. 

What was formerly called the 
Northern Group of the Northwestern 
District, has been set up as the North- 
ern District, with headquarters at Mil- 
waukee. Henry Czech heads this area 
with branch houses at Madison, St. 
Paul, Minneapolis and Duluth. 

Vice-president H. M. Gansman has 
transferred his office from New York 
to Philadelphia, to assume manage- 
ment of the Middle Atlantic District. 
In addition to this work, he will be 
responsible for the company’s radio 
department. Mr. Gansman will also 
be available for consultation regard- 
ing merchandise sales and operating 
problems. 

Harold B. Donley, formerly appli- 
ance manager of the parent company, 
has joined Westinghouse Supply as 
merchandise sales manager, with head- 
quarters in New York. He will also 
have charge of contact work with the 
merchandising division of the parent 
company, as well as with other sup- 
pliers of appliances. 
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Wiremold Addition 
In Production 


HARTFORD—Incorporating the lat- 
est set up for high-speed, straight-line 
production, the new 30,000 sq. ft. addi- 
tion to the Wiremold Co. plant here 
is now in full operation. 


Edwards Appoints 
New Representative 


OMAHA—The Midwest Equipment 
Company of 215 S. Twelfth St., is the 
new representative for Edwards and 
Company’s entire line in Nebraska 
and Western Iowa. In addition to the 
office in this city, Midwest maintains 
a branch in Des Moines, Iowa. 


New Wholesaler 
SEATTLE—A new electrical supply 
wholesale house recently opened here 
—Ruble Electric Supply, Inc. Located 
at 522 First Ave., South, it is owned 
by Les Ruble, who was formerly with 
North Coast Electric Co. The com- 
pany occupies about 6500 square feet 
contained in a first floor, basement 
and balcony. 


Product Exhibit 


Wholesalers and distributors in 
southern California took advantage of 
the opportunity afforded for an inex- 
pensive and effective means of reach- 
ing the electrical maintenance engi- 
neers in that territory Dec. 17. The 
second annual “Table Top Exposi- 
tion” was held at Skelley’s that after- 








noon and evening. Such exhibits, 
catalogs or pictures as could be assem- 
bled on a 36-in. card table were per- 
mitted each exhibitor. The exhibit 
opened at 2:30 in the afternoon. A 
buffet type of dinner was served and 
the exposition continued into the eve- 
ning. Electrical maintenance engi- 
neers had an opportunity to visit each 
table, discuss new items and ask ques- 
tions about equipment. No charge 
was made for the space. The exposi- 
tion was held under the auspices of 
the Electrical Maintenance Engineers 
Assn. of Southern California. 


¢. E. Fair Shows 
Construction Materials 


BRIDGEPORT—“Brass hats” were 
checked and wide-brimmed straw hats 
substituted when the construction ma- 
terials division of General Electric 
Co. went on display here with its com- 
plete line staged against the back- 
ground and atmosphere of a County 
Fair, on November 15. 

Gay stalls and booths, barkers, cal- 
liope music, a cider bar carried out 
the Fair theme and showed off the 
various products to more than 150 
editors and business representatives 
from 82 trade magazines. 

H. L. Andrews, vice president and 
manager of the appliance and mer 
chandise department and J. H. Craw- 
ford, manager of the construction ma- 
terials sales division, welcomed the 
visitors with brief talks before the 
opening of the Fair. According to 
H. E. Merrill, construction materials 
advertising manager, who was_ in 
charge of the Fair, its objectives were 
that of a mutual get-acquainted party 
and an opportunity to show the divi- 
sion’s activities at one time. 





AT COUNTY FAIR of General Electric’s construction materials division. 
Late in November, G.E. showed its lines to 150 representatives of the trade 
press, used the County Fair idea as theme for the show. Here are a few 
of the editors lined up at the soft drink bar. 








NEW BULLETIN 411FL 
. contains complete 
data on the Jefferson 
Line of Ballasts. 
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LUORESCENT lamps by the tens of thousands are providing new 
F mae and better lighting everywhere. And here again the 
experienced lighting engineers and contractors have come to know that 
it pays to select Ballasts that will insure the best lamp performance. 
@ Anticipating the requirements of these discriminating engineers, 
Jefferson has provided a complete line of single and two-lamp Ballasts 
of uniform high efficiency and reliability. 
@ Fluorescent lamps deserve the best in Ballasts—to make sure, 
it will pay to specify Jefferson Ballasts. JEFFERSON ELECTRIC 
COMPANY, Bellwood, Illinois. Canadian Factory: 60-64 Oster 


Avenue, W. Toronto, Ontario. 


ENT LAMP 
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CERTIFIED 


SPEC NO6 
HIGH PF. 


CERTIFIED BY 
ELECTRICAL TESTING 
LABORATORIES 


To insure the maximum life 
and performance of fluorescent 
lamps, the manufacturers of the 
lamps have given the Electri- 
cal Testing Laboratories of New 
York rigid specifications for 
fluorescent lamp Ballasts. 


All Jefferson Ballasts coming 
within the scope of these speci- 
fications have been certified by 
“E.T.L.“ and are so marked. 


Your self-interest and the ulti- 
mate satisfaction of your cus- 
tomer should prompt you to be 
sure you get Ballasts with the 
“E.T.L.’’ Certification label or 
insignia stamped in the case. 


Listed 

as Standard by 
Underwriters’ 

Laboratories, Inc. 


All Jefferson fluorescent lamp 
ballasts and manual type 
switches are listed by Under- 
writers’ Laboratories, Inc. and 
carry the Underwriters’ label. 
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Hygrade Gives Presents 
This was an extra Merry Christmas 
for all of Hygrade Sylvania’s 4,600 
employees, because just a few days 
before that happy day, they received 
Christmas bonus checks. Each check 
amounted to the individual’s weekly 
pay (40-hour week). Top limit was 

twenty-five dollars. 


Cullinan Retires 
From Graybar 


On the 3lst of December, George 
E. Cullinan, senior vice president of 
the Graybar Electric Co., retired after 
completing thirty-nine years and five 
months of active service. 

Mr. Cullinan was born in Geneseo, 
N. Y. on August 5, 1878, and obtained 
his early education at Geneseo Nor- 
mal School, preparatory to entering 
Williams College. Upon graduating 
in 1901, where he was a star at foot- 
ball, track and baseball, setting a 
college record for the hammer throw 





and winning All American recogni- 
tion in football, he joined the Western 
Electric Co. After filling several jobs 
at the New York distributing house, 
he became chief storekeeper, holding 
that position until 1907 when he was 
transfered to St. Louis. The next 
year he became assistant manager, 
manager the following year, and then 
Western district manager. 

When the supply department be- 
came a distinct organization of the 
Western Electric Co. in 1923, Mr. 
Cullinan returned to New York as its 
general sales manager. In 1926 he 
became vice president in charge of 
sales of the Graybar Electric Co., and 
in 1940 he was made senior vice presi- 
dent. 

Besides his activities for Graybar, 
Mr. Cullinan has always been very 
active in association and civic work. 
He has served as chairman of 
N.E.W.A., been on the executive 
committee of the old N.E.L.A. and 


the Society for Electrical Devolpment. 
In 1930 he received the James H. Mc- 
Graw Award “for persistent and un- 
selfish labor for the education of the 
Electrical Industry in the Economics 
of Distribution.” 


Naxon Adds Office 


NEW YORK—To better serve its 
wholesalers in the eastern territory, 
Naxon Utilities Corp., appliance manu- 
facturer, has opened an office here at 
509 Fifth Ave. J. J. Goldstene is dis- 
trict manager in charge. 


Popkey Moves 


MARINETTE, WIS.—G. M. Pop- 
key, radio parts wholesaler, has moved 
from 909 Pierce Ave. to larger quar- 
ters at Ninth and Main Sts. The firm 
has been in business in Marinette 
for the past four years. 





CROSS-COUNTRY goes B. H. 
Chamberlain—Detroit to Los Angeles. 
Having been located in Cutler-Ham- 
mer’s Detroit office since 1935, he is 
now a member of the sales staff at 
Los Angeles and will continue to serve 
the company and its customers in that 
section of the country. 


Lamp Ideas For Wholesalers 
At New York, Chicago Shows 


Hundreds of electrical wholesalers and other buyers 


will see latest developments in portable home light- 


ing at eastern and midwestern January lamp markets 


_ the 20th to the 24th of this 
month, six floors of New York’s 
2500-room Hotel New Yorker will be 
taken over completely by the portable 
lamp and accessories industry to pre- 
sent the 1941 winter and spring lines 
of home lighting equipment. During 
those days between 1500 and 2000 buy- 
ers will browse through the six floors 
to see, hear about, and buy most every 
conceivable type of table and floor 
lamp produced. Occasion for this 
forthcoming lamp activity is the 18th 
Semi-Annual New York Lamp Show. 

Devoted solely to the trade, and not 
open to the general public, the New 
York show always draws an attend- 
ance from practically every state in 
the Union and from various foreign 
countries. For example, at the July 
market (January and July each year) 
there were buyers from Canada, Hono- 
lulu, Johannesburg, Manila, and sev- 
eral South American countries. Lamp 
buyers come from these far away 
places to see the products of some 170 
manufacturers. 

A considerable number of electrical 
wholesalers have been present at pre- 
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vious shows and it is expected that a 
still larger number will be on hand 
this year because of their growing in- 
terest in all types of residential light- 
ing. In addition to the wholesalers, 
the attendance will be drawn from the 
department store, electrical dealer, 
utility, gift and novelty shop fields. 

For those about to make their first 
visit to the show, it seems advisable to 
mention that a daily registration is 
taken and published, which is valu- 
able for locating everyone attending 
the show. Also available is a direc- 
tory giving the names of all manufac- 
turers displaying; the rooms they 
occupy; and the personnel represent- 
ing each company. 

The Chicago shows take place the 
previous week, from January 16 to 18. 
3oth the Merchandise Mart and the 
Furniture Mart will have a large 
number of lamp manufacturers exhib- 
iting their products. As in the case of 
the New York show, these are not 
open to the public, but are confined 
to those actively engaged in merchan- 
dising lamps and accessories for the 
home. 








Better Selling 


to Industrial Buyers 





By Edwin Laird Cady 


ARTICLE 1. Plan... and you'll sell the engineer 





HE POPULAR cartoon of a factory 

engineer shows a dreamy eyed 

guy with a slide rule. All he has 
to do—goes the legend—is to plan 
his work and then work his plan. 
Simple ! 

On that basis, he ought always to 
recognize the best deal and requisi- 
tion or specify it. If he fails to do 
this, he is a dumb . 
know what 
called! 

Actually speaking, the engineer 
would be very happy if his job were 
as simple as that. But he is the 
man of a thousand emergencies, the 
executive jack of all trades, the ab- 
sorber of all worries. He thinks 
about mechanical and _ electrical 
goods, he has to think about public 


well, you 
engineers have been 


relations, labor relations, _ sales, 
safety, budgets, customer com- 


plaints, costs, new 
there is no end. 
To expect the fabled dreamy 
thinking of the engineer, would be 
like expecting a golfer to sink forty 
foot putts while the gallery was pelt- 
ing him with stones and the oppo- 
nents were exploding fire crackers 
in his pockets. 


designs, fires 


Nevertheless, the engineer lives 
by planning. He plans one thing at 
a time. He plans exactly, fully, 
with everything in full relation to 
everything else. 

He uses the help of everyone who 
can help to perfect his plans, and 
there is the main chance for the 
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A New Series On 
INDUSTRIAL SELLING 


Industrial production definitely 
has gone into high gear under 
the stimulus of the National De- 
fense Program. New sales oppor- 
tunities are appearing daily, of 
which the electrical wholesaler can 
take fullest advantage only if he 
is equipped to service industrial 
buyers and if his sales staff 
knows how to go after industrial 
business. 

A salesman who is accustomed 
to call chiefly on electrical con- 
tractors and dealers, upon visit- 
ing industrial plants, will find 
quickly that he is facing new prob- 
lems, must develop a new selling 
approach, needs a new technique. 

The series of articles by Edwin 
Laird Cady, of which this is the 
first, has been developed for the 
express purpose of helping our 
readers in building up good will 
and better business among indus- 
trial buyers through better selling. 

THE EDITORS 











wholesalers salesman to get the en- 
gineer to specify his goods. 

To help the Chief to plan, the 
salesman must follow the same men- 
tal process the engineer does. This 
process consists, first, of orienting 
himself to the subject under con- 
sideration, and second, of disposing 
of it. Ina typical case, the engineer 


must bring his mind from the yell- 
ing the sales manager has just done 
about deliveries, and must devote it 
to the product the wholesaler’s 
salesman is talking about, and then 
must make a true decision about 
that product. The salesman must 
be in harmony with this process, or 
his interviews will be short and use- 
less. 

Any salesman can think in har- 
mony with the engineer if he will 
give the Chief the answers to five 
questions and give them im _ the 
proper sequence. 


QUESTION 1. What is it? What 
do you want to talk about? 


It is, perhaps, a splash proof, effi- 
ciently cooled motor. It has many 
features. The salesman 
them all. 

And here is a rule: Never call 
on the engineer unless you have 
something definite to talk about. 
Switch from your subject to his if 
he has a problem for you, of course, 
for talking about his worries is the 
swift road to sales. But do not 
come to him empty minded, or he 
will learn to distrust your serious- 
ness. 

So, unless the engineer steers you 
onto a topic, have an interesting 
product ready and tell him what it 
is. Then you will have his atten- 
tion, and if he has time that day he 
either will talk upon your subject 
or will put before you one of his 


knows 


WHOLESALER’S SALESMAN — January 1941 




















eee 


Ne wt cet ven 








The engineer's concern is with 
needs in relation to the overall 


myriad problenis which your house 
and goods can solve. 


QUESTION 2. What does it do? 


What can the product do, in his 
plant? 
reduce a fire hazard, or eliminate 
maintenance troubles, or install in- 
dividual drives. 

Here is a second rule: Never call 
upon the engineer unless you know 
all you can learn about his plant. 
You may have to pick up that 
knowledge by taking a sight-seeing 


Promote safety, perhaps, or 


tour through a big plant, or by 
getting the Chief to have an assist- 
ant show you through before talk- 
ing to the Chief himself, or by fol- 
lowing the local newspapers, or by 
talking to other salesmen . . . ete. 
You may pick it up _ piecemeal 
through talks with 
Agent. 


the Purchasing 
gut try to know the plant 
before you try to sell the Chief. 


QUESTION 3. Why should that 
be done? 


With questions one and two an- 
swered, this third one may seem 
superfluous, but it seldom is. 

Remember that the engineer 
must operate by making compro- 
mises with his budget. Spending 
$10.00 with you might save $1.00 
per month, but the same ten bucks 
might save two per month on some- 


the individual job and its specific 
picture and its general requirements 


thing else. This is the main rea- 
son why the “stupid” engineer re- 
fuses to grab savings when you 
show theth to him... he has to 
give up one profit to get another. 

Show him, then, every advantage. 
Pile the points up like weights on a 
scale. 

And here is a third rule: Never 
call on the engineer until you have 
learned all you can about what he 
is trying to do and how he is try 
ing to do it. 

You can learn a lot about this by 
talking first and frankly with the 
purchasing agent. 

I once saw a salesman fight for 
two weeks to get past the buyer 
and reach the engineer. He wanted 
to talk about new overload protec- 
When he 


got in, he found that those grinders 


tions for heavy grinders. 


were about to be dismantled. The 
engineer wanted to talk about a new 
wiring system, but he was too dis- 
gusted with the goat-headed tactics 
of the salesman to mention this. 
The salesman at bat hits nothing 
but foul balls unless he finds out 
what the engineer is trying to do 
or unless he is very lucky 
Thousands of sales are lost every 
day because the salesmen failed to 
answer the question: “‘Why should 
that be done ?”’ 


QUESTION 4. How does it do it? 
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The engineer either has an in- 
satiable bump of curiosity, or soon 
finds himself in another job. 

Furthermore, if the engineer does 
not know how a thing works, he 
never can be sure that it will work. 
Nothing is perfect; everything has 
weaknesses. 

Here, then, is a fourth rule: 
Never call on the engineer unless 
you are ready, either to tell him 
every slightest feature and detail of 
the product you are to present, or 
are ready to leave with him sales 
literature which covers it fully. 

At least twice per average day, 
some salesman leaves the typical en- 
gineer with the thought: “this is 
very interesting if it is true.” 
But the salesman does not know the 
facts to convince him. The sale is 
lost because the salesman is not wise 
to the whys. 


QUESTION 5. What is the whole 
cost and the whole gain? 

It is not enough to say “these 
fixtures cost $15.00 each” if there 
will be an extra $100.00 to wire up 
for them. Nor is it adequate to 
say “that wiring is just a little extra 
expense” if modern adequate wir- 
ing will solve many extra problems 
besides feeding those lights. 

So here is a fifth rule. Never 
present anything to the engineer 
until you are ready to sum it all up 
and work it all out, or to put him 
into position to do so. 

If a salesman answers those five 
questions for the engineer, he will 
not be telling the engineer how to 
run his job. Rather, the salesman 
will be running his own job. 

The salesman 
those questions unless he does some 
planning for himself. 

The most erroneous impression 
about engineers is that they have 


cannot answer 


“pets” among the salesmen. Some 
salesmen get in, others do not. 

If there are any such pets, they 
are the salesmen who plan. It is 
silly to think for the engineer and 
useless to think against him. But 
the man who studies and plans 
enough to think with the engineer, 
can have everything the Chief can 
send his way. 

The engineer is the man of 
stresses and distresses. What won't 
he do for the salesman who plans 
enough to relieve him of some of 
them and to help him solve others? 


19 








By Henry W. Young 


ow Portland Wholesalers 
wild Bigger Appliance Sales 


How fifty Portland wholesalers’ salesmen, representing 





his unbiased survey of the electrical 
wholesaler's part in appliance distribu- 
tion in Portland, Oregon, not only shows 
how wholesalers are functioning, but 
definitely establishes the fact that the 
wholesaler's salesman is a most impor- 
tant factor in the distribution of traffic 
appliances, major appliances and radio. 
Portland is a city of 307,572 population 
and is served electrically by two private 
utilities. Because of its size and type, it 
was considered the ideal city for such a 
study.—The Editors 





ESIDENTS of Portland, Oregon, 
and adjoining suburbs served 
by the two electrical utilities 
operating there, bought small and 
major appliances and radios amount- 
ing to $4,817,490 in 1939. With 
results for the first ten months of 
1940 tallied, and the last two 
months estimated, sales will hit about 


$5,436,000. All but a small per- 
centage of this volume passed 
through wholesaler-retailer chan- 


nels. Considering that the city has 
a population of 307,572 this shows a 
heavy per capita annual consump- 
tion—over $12 per individual and 
more than $60 per average family 
of five. 

Most of the five million dollars 
(at retail prices) represents the 
combined efforts of ten principal 
wholesalers, and they expect to in- 
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ten houses, bagged $5 million worth of appliance business 





LTT. 
(la 


Because of their important functions, electrical wholesalers are in Portland 


appliance operations nearly 100 per cent. 


crease this figure from year to 
year by exercising every ounce of 
merchandising sense and sales abil- 
ity they can command. Of those ten 
wholesalers, who between them han- 
dled over 90 per cent of the vol- 
ume, two are full-line independent 
electrical wholesalers, three have 
national affiliations and five are 
major appliance distributors. 
Based on sales standards gener- 


(Brubaker Aerial Surveys) 


ally, it is felt that the sales for 1939 
and 1940 represent a fine perform- 
ance as the result of continuous and 
effective selling, with the whole- 
salers actively in this picture all 
along the line. This being the case, 
it will be interesting to ascertain, 
first, through what retail channels 
the selling was accomplished, and 
which of these are the most pro- 
ductive. Secondly, in a more gen- 
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How Portland concerns merchandise 


traffic appliances: 1. 
Lipman Wolfe and Co., department store employs a demon- 
strator. 2. North Coast Electric, wholesalers, give preferred 





Electric Co., a utility, displays and demonstrates, but does 
not sell, creates business for dealers. 4. Bressie Electric Co., 
contractor and dealer, sets up an elaborate window display 


position to their display near the front entrance. 3. Northwest to attract interest and sales. 


eral way, the article shows in what 
directions the sales effort of these 
wholesalers are being extended and 
how their fifty salesmen operate. 

For the purpose of this study, 
seven houses were selected, includ- 
ing two independents, three na- 
tionals, and two major appliance 
distributors. The same questions 
concerning small, or so-called traffic 
appliances, major appliances, and 
radios were put to all. In the tabu- 
lations, it will be found that the 
number of houses involved will not 
coincide in all these classifications, 
and this variation is caused by the 
fact that every wholesaler does not 
handle all three classes of merchan- 
dise. These results reveal certain 
coincidences and certain divergen- 
cies which will prove of value to 
wholesalers in determining appli- 
ance sales procedure. 

sefore summing up the survey, 
it is advisable to go back for a mo- 
ment to those sales totals. The fig- 


ures were obtained through the 


courtesy of the Northwestern Elec- 
tric Co (23,120 residential meters ) 
one of the two electrical utilities 
operating in Portland. The other 
utility serving that area is Portland 
General Electric Co., with 105,000 
residential meters. Neither of these 
utilities actually merchandises appli 
ances or radio, but elaborate display 
rooms are maintained, extensive ad- 
vertising is carried on, and staffs of 
highly specialized promotion men 
and women are kept busy contacting 
and working with every retail out- 
let. 

The Northwestern Electric Com- 
pany has for some years been com- 
piling these sales figures, secured 
first-hand from all appliance and 
radio dealers served by its lines. 
Every unit sale is recorded, and the 
average sales price per unit is estab- 
lished. Finally, knowing the per- 
centage of total sales that are made 
by the dealers on their lines, as 
compared with all dealers on the 
lines of both companies, the grand 
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total of sales is arrived at, which is 
conceded as being highly accurate 
by all who are familiar with the cir- 
cumstances. 

Separated into three major 
groups and desirable subdivisions, 
the totals for both years were made 
up as follows: 


1939 1940 
( Nov., Dec. 
estimated) 
Radio $1,647,490 $1,298,700 
Major Appliances 
Ranges 
Water Heaters. 
Refrigerators 
Vac. Cleaners.. 


Washers . 


493,000 737,160 
118,000 232,645 
1,480,000 922,000 
166,000 284,900 
575,000 586,755 
$2,832,000 $3,763,460 
Small Appliances 
Table Cookery. 
Other Heating 


140,000 195,100 


79,000 
11,000 


78,685 

13,758 
Mixers, clocks, 

108,000 86,427 

$373,970 

$5,436,130 


$338,000 
Grand Total. .$4,817,490 


A further breakdown was made 
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TABLE |. 


WHOLESALERS’ RATING OF RETAIL OUTLETS FOR APPLIANCES AND RADIO 





| 
| 
| 
| 
| 
| 


SMALL APPLIANCES 

Number of wholesalers who} 

rated these outlets as | 

First | 

Second 

Third 
Fourth 


| 
MAJOR APPLIANCES | 
Number of wholesalers who! 
rated these outlets as 
First 
Second 
Third 
Fourth | 


RADIOS 
Number of wholesalers who} 
rated these outlets as 

First 





Second 
Third 
Fourth 


| 





Electrical Depart- Furniture) All 
Dealer ment Store | Others 
Store 
3 2 
2 1 2 
2 1 2 
2 3 
| 
1 S| 3 
5 2 
1 4 .) Bie 
| 1 6 
1 1 2 | 
1 1 2 
2 2 
4 








to determine what groups accounted 
for appliance sales to consumers, 
with retailers divided into these four 
classifications: Electrical Dealers; 
Department Stores; Furniture 
Stores; and a group comprising all 
other outlets. Each wholesaler was 
asked : “From the standpoint of vol- 
ume, which type of retailer obtains 
the most sales, which is second best, 
and so on?” 

Results demonstrate that electri- 
cal dealers do the best job in secur- 
ing small appliance business. On 
major appliances, it’s a toss-up be- 
tween department and _ furniture 
stores. In radio merchandising, the 
latter group secures the best volume. 
Detailed results are found in Table 
No. 1. 

As far as the five full-line whole- 
salers were concerned, we wanted 
to find out if complete specializa- 
tion was practiced, or whether a 
supply man, for instance, would also 
sell the complete lines of appliances 
and radio. Because the two major 
appliance distributors did not handle 
wiring materials or small appliances, 
they were not queried on this point. 

In four of the five houses, all 
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salesmen were reported as pushing 
small appliances. In the fifth house, 
only specialty merchandise men 
sold these lines. Getting into major 
appliances, we found that two 
houses had all their men go after 
this business, while the other three 
wholesalers confined major appli- 
ance activities to specialists. Four 
of the five distributed radio, with the 
two sales setups evenly divided. 
Summarizing, then, it became appa- 
rent that Portland wholesalers are 
convinced that supply men also can 
do a good job on traffic appliances 
and assign such accounts to them. 
When it comes to merchandising 
major appliances, the balance 1s 
tipped slightly in favor of special- 
ists. On radio, it happens to be 
“Even-Steven.”’ 

Knowing that the question often 
arises as to how the wholesaler’s 
salesman works, or should work, 
with his dealers in respect to help- 
ing them move more merchandise, 
questions covering these points were 
put to all the wholesalers. It was 
learned that salesmen representing 
six of the seven wholesale houses 
regularly teach dealers and_ their 


sales organizations how to demon- 
strate. In the other house, the prac- 
tice is to have the sales promotion 
man do this work. The same lineup 
resulted when the wholesalers were 
asked if salesmen help retailers with 
floor, counter and window displays. 
Many additional facts on this sort 
of activity are given in Table No. 2. 

Views of the wholesalers’ sales 
managers concerning that old ques- 
tion, “What can the manufacturer’s 
representative do to help me most 
effectively in appliancé merchandis- 
ing?” were secured in the survey. 
Soiled down, the most significant 
answers were as follows: 

“Spend more time with the deal- 
ers, either alone or with our men. 
His work there should be to educate 
the dealer rather than to try to se- 
cure orders. Dealers are always 
complimented when the manufactur- 
er’s representative calls.” 

“Of most importance, attend our 
sales meetings and give us the 
proper background of the line. Sec- 
ondly, routine dealer calls with our 
salesmen.” 

“Field work in company with our 
salesmen on routine calls.” 

“Work in our office frequently 
enough to explain all details of sales 
promotion plans on the part of the 
manufacturer. Stay away from the 
dealers.” 

While it is generally acknowl- 
edged that Christmas booms small 
appliance sales, we decided to check 
this in Portland at the same time 
we were learning to what extent the 
Holiday Season influences major 
appliance and radio sales. So we 
asked, “Is there a definite Christmas 
season on small appliances?” As 
was to be expected, the answers to 
this question were uniformly “Yes.” 
From September first to the end of 
December, the period when the 
wholesaler is developing his Christ- 
mas Holiday trade, it was found 
that an average of 59 per cent of the 
total annual small appliance volume 
was obtained in these few months. 
Individual percentages ranged from 
50 per cent to 70 per cent. 

So far as major appliances are 
concerned, wholesalers reported that 
Christmas does not increase sales to 
any material extent. On the other 
hand, radio enjoys a healthy selling 
season during the four months be- 
ginning September Ist, with pers 
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centages running from 50 per cent 
to 60 cent of annual volume. While 
a certain percentage of this heavy 
business can be credited to gift- 
buying, the bulk results from the 
normal revival of the radio season 
following the summer vacation pe- 
riod. 

Regarding the much 
June bride business, opinion seemed 
about evenly divided among those 
handling small appliances and ra- 
dios. Some could not conscien- 
tiously give the bride too much credit 
for increasing their prosperity. Ma- 
jority, though, were of the opinion 
that electrical gifts made to “her” 
were definitely the cause of what 
might be called a June wedding sea- 
son. Unfortunately, we could not 


discussed 


obtain definite figures, for by the 
time these requirements were traced 
back as far as the wholesaler it was 
impossible to set any figure or per- 
centage that would be accurate. 









ABOVE—Group displays with demon- 
strator on deck to explain outstanding 
sales features. BELOW — Graybar, 
Portland spots an appliance display in 
the middle of its large fluorescent 
lighted display room. 






While this survey covers whole- 
saler appliance activity in only one 
city, it has brought to the front these 
pertinent points which should be of 
interest and value to _ salesmen, 
wholesalers and appliance manufac- 
turers generally: 1) Fifty whole- 
salers’ salesmen took a key part 
in developing appliance business 
amounting to 5 million; 2) best out- 
lets for small appliances are electri- 
cal dealers; 3) full-line salesmen 
are doing an effective job with small 
appliances; 4) more than 50 per 
cent of the total annual small appli- 
ance volume comes during the last 
four months; 5) wholesalers’ sales- 
men definitely help retailers sell by 
suggesting sales ideas, demonstra- 
tion techniques, display methods; 
6) the manufacturer’s representative 
will increase his sales through 
wholesalers by meeting with the lat- 
ter’s salesmen to present complete 
merchandising facts regarding his 
lines. 




















TABLE 2. HOW PORTLAND SALESMEN HELP RETAILERS 
House 
number 1 2 3 a 5 6 7 
Teach them Job of 
to demon- promo- 
strate JV v Vv VA Vv  |tion man 
Provide pro- Through Utility Salesman 
fessional de- appliance furnishes secures 
monstrators 0 manu fac- them / |through 
turers JV J our office 
Put on ap- |Yes, on Major ap-|For small Job of 
pliance radio, No,|pliances dealers. promotion 
shows, on appli- jonly Sugges- man 
schools, etc. |jances tions to 
largest Jf 0 0 
Help with For small Job of 
displays J J dealers. promotion 
Sugges- man 
tions to 
largest JV 
Help plan  /Job of For major|For small Job of 
and write promo-_ |appliances/dealers. promo- 
advertising |tion man |and radio |Sugges- tion man 
tions to 
largest JV 
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By Jerry Trosclair 


In Fluorescents—Nell (Juality 
and You'll Get the Price 


A New Orleans wholesaler’s salesman sells large fluorescent job, 


provides service, then re-sells the customer when he hedges on price 





HEN a contractor-customer 

told the wholesaler’s salesman 

about a certain large retail 
store that was considering buying 
some new lighting, the salesman 
whipped into action. Here was a 
good opportunity for a nice order, 
if the lead was even lukewarm, and 
if he could get his idea of using only 
nationally known fixtures across. 

Arriving at the prospect’s head- 
quarters, it soon developed that he 
was seriously thinking about some 
better lighting, but hadn’t done any- 
thing about it. That immediately 
eliminated his first “IF,” and now 
it became a matter of selling his 
idea. 

As happens so often these days, 
the fellow across the desk wanted to 
know all about fluorescent lighting 
because he believed that was what 
he wanted. So the wholesaler took 
the lead and gave the complete story, 
not only on its various advantages, 
but also on the fundamentals be- 
hind the tubular lighting source. 
From there he covered details on 


Six fixtures, each using two 40-watt lamps, deliver 33 foot- 


the line for which his house has ex- 
clusive distributorship locally. His 
sales job was complete—reputation 
of the manufacturer, quality fea- 
tures such as controls, finish, ap- 
pearance—all designed to assure the 
customer an attractive and lasting 
installation. 

When that interview was finished, 
the prospect seemed well sold, but 
wanted to think about it a few days. 

Calling back on the prospect two 
days later, our wholesaler’s sales- 
man found he_ had practically 
reached the customer-stage. The 
prospect laid his cards on the table 
and admitted that the fluorescent 
units they had discussed seemed 
about right to him. However, be- 
fore going any further in the way 
of placing an order, he had to be 
guaranteed a shipping date. 

The wholesaler didn’t have the 
full quantity in stock, so wired the 
factory to find out when he could 
get the additional units. The factory 
set a reasonable delivery date, pro- 
viding they received the order that 


day. Then the buyer wanted to see 
that telegram and he acted a bit 
awkward when it was shown to 
him. His actions convinced the sales- 
man that all wasn’t going as 
smoothly as it looked but he didn’t 
get the real answer that afternoon, 
as Mr. Customer refused to sign the 
order. 

It was the next day that the 
wholesaler found the nigger in the 
woodpile—that the storekeeper was 
hedging for a better price. Since this 
entire incident occurred in New Or- 
leans where “coke” is a popular year 
‘round drink, it was only natural 
that the salesman should suggest 
that they go down to the drugstore 
for a coke before he let his temper 
get the best of him. 

After a few irrelevant remarks, 
the customer said, “Look here, you 
all are not treating me right on that 
price,” and then launched into a long 
tale of how this and that “other fel- 
low” had quoted much better prices 
on fixtures that he liked and thought 
would look fine in his store. 


Units are butted end to end, are mounted 19 feet above 


candles on counters, 18 footcandles on floor. (Guth photo) floor, provide 30 footcandles. (Hygrade Sylvania photo) 














ee 
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Rows made of 12 four-foot Troffer sections, with 40-watt lamp 
(Miller photo) 


of green, gold, pink and 
watts. (Wiremold photo) 


Variety 
4,280 


Fluorescents for skating. 


white—95 in all, totalling Intensity, 37 footcandles. 


for every section. 


In that array of presumed price 
cutters were that 
might have been guilty, and there 
were one or two “tinsmith’’ outfits 
that knew no more about scientific 
design of lighting than would a 
donkey. Significantly enough, not a 


some mentioned 


single name mentioned was that of 
a nationally recognized 
turer or one representing a 
that enjoyed a good reputation. 
It did not take our 
salesman long to realize that now 


manufac- 
line 


wholesaler’s 


his prospect had left himself “wide 
open” and, champ salesman that he 
was, he stepped into the 
with both feet, 


opening 
delivering a snappy 
and conclusive talk on the impor- 
tance of buying nationally known 
equipment, ending it with what he 
thought would be the knock-out 
punch—“Yes sir, that’s absolutely 
the only fixture that will do what 
you need done, and the prices we 
gave you are absolutely the best we 
can give.” 

Well—in the vernacular of the 
prize ring—that comeback knocked 
his customer over but it didn’t knock 
him out. It sold him 100 per cent 
on that line of nationally known fix- 
tures but he evidently decided to 
Start out on a round of calls to beat 
the price. He had gotten past the 
point of wanting merely a fixture. 
The tinsmith’s variety—at a saving 
of over 30 per cent—no longer lured 
him on. He wanted that 
number, that people knew about, 
that he would be proud to brag 
about having installed in his store. 
It was however a complex with him 
that he just didn’t want to pay list. 

A day or two elapsed and then 
our friend Mr. Customer came into 
the wholesaler’s place again, appar- 
ently still mad and disgruntled as 
the proverbial hornet, only this time 
the electrical contractor was with 
him—another link in the merry cir- 
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cle. They were ready to buy but the 
contractor wouldn’t sign on the 
dotted line of a penalty job unless 
he was sure of a delivery date. 
Meanwhile “Tempus Fugit.” Our 
wholesaler already had a telegram 
bill as long as your arm, but wired 
the factory again and got a new 
shipping date which was far worse 
than The battle 
finally when a trio consisting of the 
wholesaler’s contractor 
and factory representative drew up 


before. was won 


salesman, 


an agreement that pleased our very 
hard bargaining customer. 

Obviously it took all the resources 
of a veteran salesman to make this 
through but the 
main offensive was patience and 
policy. 

However, the effort had its re- 
ward because, believe it or not, after 
all this the customer not merely was 
sold on that deal, but he felt that he 
had bought the best fixtures and at 
the best price possible. Maybe that 
is human nature. Many salesmen do 
not realize that often it pays to let 


customer come 


a customer do some price shopping 
and eventually win the sale on qual- 
ity of the product. If he wants a 
bargain, sell him on the idea of dur- 
ability and low cost maintenance in- 
stead of falling for a cheaper price 
now, paying double the cost later. 
He’ll be a satisfied customer in spite 
of himself. 

In the above situation the sales- 
man worked closely with the cus- 
tomer, laid out the job with the fac- 
tory representative, saw that the 
contractor received 
lighting and items. 
Then, by just sticking to his guns on 
the theory that quality of a na- 
tionally recognized product is worth 
a fair price, he not only made a 
large sale but also built good will 
with both—the contractor and the 
final user. 


credit on the 
miscellaneous 





Fluorescents in continuous troughs sup- 
plement indirect incandescents. 
65 footcandles. (G.E. photo) 


Average, 





Above—Units over delivery end of col- 
ored presses, contain one white, one day- 
light lamp, provide 50 footcandles. (Ben- 


jamin photo) Below—Even distribution 
of light in drug store via fluorescents. 
Each uses three 40-watt lamps. (Day- 
Brite photo) 















aee~ GENERAL ELECTRIC 


REDUCES 
LAMP PRICES! 





New savings mean more sales of 
G-E MAZDA FLUORESCENT LAMPS 


VERY day the story of G-E MAZDA Fluorescent 
lamps grows more amazing. So swift has been the 
acceptance of this new, cooler, high-efficiency light 
source—so wide-spread has become its use through- 
out industry—so steady has been the development of 
new G-E manufacturing economies—that again General 
Electric announces lower prices. Again General Elec- 
tric passes its savings along to your customers. 
Now fluorescent light costs less than ever before. 
You can sell. more of it—to help speed production, step 
up sales, cut errors. You can install “windows of day- 


light’”” everywhere—better work with less eyestrain— 
daytime morale on the night shift! You can provide the 
new higher levels of light needed to keep your cus- 
tomers forging ahead on today’s increased production 
schedules. 


General Electric offers electrical wholesalers a 
wealth of sales helps and direct mail pieces to send to 
stores, factories, offices, and other business prospects 
for “F’ lighting. See your nearest G-E Lamp Sales 
Office, or write General Electric Co., Dept. 166-W-A, 
Nela Park, Cleveland, O. 








Before you sell any type of 
FLUORESCENT LIGHTING 


ask yourself these questions: 


1 Are you stocking a wide 
enough choice of fixtures so 
that you can meet your custom- 
ers’ individual lighting needs? 
2 Is the performance of the fix- 
tures and ballasts and starters 





NEW LOW PRICES ON G-E MAZDA “F” LAMPS 


15-watt T-8 (daylight or whitet) «+ « Oat Pie NOW 85c 
20-watt T-12 (daylight or whitet) was $1.25 NOW $1.10 
30-watt T-8 (daylight or whitet) was $1.25 NOW $1.10 
40-watt T-12 (daylight or whitet) was $1.90 NOW $1.60 
100-watt T-17 (daylight or whitet+) was $3.75 NOW $3.50 


(recently introduced ) 
Prices also reduced on colored G-E MAZDA “EF” Lamps 
+ Standard white (3500°K) 


Jan. 1st, 1941 








certified for best lighting re- 
sults by Electrical Testing Lab- 
oratories? 

3 Are you selling G-E MAZDA 
Fluorescent Lamps, which give 
all the efficiencies and econom- 
ies of MAZDA Research? 











26 


G-E MAZDA LAMPS 
GENERAL & ELECTRIC 
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VHOLESALERS 











Business Index 


November 1940 


SALES Reports received from 342 electrical wholesalers 
throughout the United States show November 1940 
sales 3 per cent above the previous month, October 
and 12.1 per cent higher than November 1939. 

Final sales figures for October 1940 (with 398 firms 
reporting ) showed an increase of 14 per cent over the 
same month of 1939, while sales during the first 9 
months of 1940 topped the same period of 1939 by 
160.8 per cent. 

Thus it appears that for the country at large there 
was a temporary slackening in the sales momentum 
registered during the first 9 months of the year, but 
indications are that December sales will reflect resump 


tion of the accelerated pace. 


INVENTORIES Significant is the 20.3 per cent incr 
in inventories shown for November. This being 1] 

largest for any month since the European war started, 
it seems attributable to two factors. The one is the 
purely seasonal heavier stocks of holiday goods, appli 
ances, trains, tree sets. The other, and more important 
one, is that more manufacturers are catching up on 
deliveries, are doing less back-ordering. However 
shortages continue on certain items used widely i 


wiring of Army cantonment projects. 


A > 1 1 " 
ACCOUNTS Credit reports of 310 wholesalers 
that, as of November Ist, 1940, accounts receivabl 
stood 14 per cent above those of November Ist, 1939, 


] ; ] + + 7 ‘ + 
while the collection madex stood at 4sU against OY a 


vear ago, indicating a slight speeding up in the prompt 
ness with which customers paid their wholesaler’s bills 
SOURCE hese monthly reports covering the business 
activities of electrical wholesalers throughout he 
United States are collected and compiled by The Bu 


reau of the Census and the Bureau of Foreign and 
Domestic Commerce of the U. S. Department of Com 
merce, and underwritten for exclusive publication | 
WHOLESALER’S SALESMAN—A McGraw-Hill Publi 


cation. 








THE GENERAL CABLIs 


ha 





1941 will continue the progress in research, mai 


ufacture and distribution which has enabk 












General Cable to hold its position of leadersh 
for over half a century. 7 7 7 » Distributors 
General Cable products 








recognize the sales advan- 
tages of General Cable’s 
reputation for sound engi- 
neering, responsible manu- 
facture and well-established 


trade brands. 


The General Cable Sales Offices are a nearby source of sales 
assistance: Atlanta, Boston, Buffalo, Chicago, Cincinnati, 
Cleveland, Dallas, Detroit, Houston, Kansas City (Mo.), 
Los Angeles, NewYork, Philadelphia, Pittsburgh, Rome(N.Y.), 
St. Louis, San Francisco, Seattle, Washington (D.C.) 





GENERAL CABL“* 
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Your trade reads General Cable 
advertising—and recognizes the 





name as a warranty of quality. 
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HE LINE THAT HAS 
IN WIRES AND CABLES 
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NEBRASKA ~ 











ALESMAN BUSINESS INDEX 


EGIONAL performances disclose wide variations REGIONAL ANALYSIS | 








from the 12.1 per cent increase in sales and 20.3 per = ae ; 
. . . - 7: . *“igures in this ta ea vy to regions 145 
cent increase 1n inventories shown for the United States. & pp" é 


outlined and numbered on map above 
Kor instance, large sales increases were reported in 




















the New England States, New York, Maryland, Ken- 
tucky, Tennessee, Louisiana, Mississippi, Texas and Seles Inventories 
Oklal ; hite + alk ihe ealiailiateas ma ' November 1940 Number November 1940 
clahoma, w 1ile some or the mic Booty stern states such Compared With of Compared With 
as Wisconsin, Indiana, Minnesota, North Dakota actu- 
Se ‘ ee Previous Last Region Previous Last 
ally showed decreases, and the whole group of states 
: et j Month Year Month Year 
represented by the Operating Area No. 20 registered 
declines of 12.7 per cent from October and 10.3 per 949 115.5 1 109.9 105.6 
cent from November, 1939. 103.3 127.6 2 116.5 143.3 
Rcinein die Debibiiiilien. links diet tlelibetieibh late. 112.3 120.5 3 108.3 129.9 
| ae: awe 97.7 105.2 4 95.2 114.5 
trasts, and particularly they indicate that proximity to 102.7 1195 5 1015 195.7 
the source of supply simplifies the wholesalers’ prob- 115.8 120.0 6 99.8 199.7 
lems of keeping adequate stocks. 87.1 113.7 7 106.6 122.5 
Thus Connecticut wholesalers, nestled in a great 107.4 113.5 8 99.3 139.3 
lectrical manufacturin territory, n “e] wer 108.1 907.9 ° 96.4 121.3 
CICCTITICE < acluring LCTTILO ot ‘Te ‘re 
pera. Ava tai: M00 100.6 98.7 10 130.9 118.9 
able to take care of a 27.6 per cent increase in sales, 105.1 107.5 11 946 113.8 
but during the same time they increased their inventory 100.6 97.4 12 96.3 120.6 
by 43.3 per cent over the same month of 1939. How- 136.3 1535 13 93.6 125.4 
set inventories of Oregon and W ashington whole- er as Hi hg 
salers, far removed from many important suppliers, 1046 101.3 16 97.8 119.8 
rose only 6.9 per cent against a sales rise of 17.5. 113.4 139.1 17 112.3 125.7 
Wholesalers in the southeastern states (Ala. Fla.. 108.6 121.0 18 111.9 123.9 
Ga., N. C., S. C. and Va.) either seem to enjov unusual 100.0 117.5 19 113.7 106.9 
service from suppliers or have been able to anticipate > tedgr ig 30 1.6 it 
ee ee — or 92.4 112.7 21 103.1 138.1 
needs far ahead, for they took care of a 13 per cent 88.5 110.2 29 99.6 106.3 
increase in sales while building up their inventories to 
om 20 to over 50 per cent above the November, Total 
or 103.0 112.1 for U.S 103.5 120.3 
] SY, level 
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@ This great new General Motors plant is typical of Bull 
Dog engineered installations. It is completely equipped 
with both BUStribution DUCT and Universal Trol-E- 
Duct, for light and power distribution wherever needed. 
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HERE’S A MAN WHOSE 


BUSINESS !s 
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WHY .. . Never before in the his- 
tory of this country either in peacetime 
or in war, have so few individuals held 
in the hollow of their hands the power 
to decide the fate of our nation's 
workers, the fortunes of industry, yes, 
the very future and destiny of our 
peoples and of the form of govern- 
ment under which we have lived and 
prospered. 


Be it errand boy, or the president 
of corporations, be it man, woman or 
child, whoever lives in these United 
States today finds income, working 
conditions, the prices of food—cloth- 
ing—shelter, yes, the very presence 
or absence of opportunities for mak- 
ing a living definitely, continuously 





STRAWS 

















and inexorably affected by what is 
said, done, decided or decreed — in 
Washington, the nation's capital. 


Because of this fact, we have de- 
cided to establish this Washington 
page as a separate feature where we 
can bring to our readers brief com- 
ments on Washington news, reports, 
decisions, that appear to have an in- 
fluence on or application in the field 
we serve. 


Because of other connections, the 
author of this page uses a nom de 
plume, but we have been assured that 
its contents will at all time be free 
from political implications and its com- 
ments will bear malice toward none. 


THE EDITOR 








the Panama Hat’ 


By the ''Man with 


DEFENSE BUYING Don’t think that your factory, 
your town or your territory has been left “out in the 
Prime 
contracts for large units and sub-contracts for tre- 


cold” as far as defense orders are concerned. 


mendous quantities of various parts and accessories 
remain to be placed, and that type of business cannot 
be expected to filter through to the small plants until 
top-side plans and specifications have been approved. 


DRAFT 
problem has been attacked with a greater desire to be 
fair and equitable than has that of administering the 
Selective Training and Service Act. Incidentally, appli- 
cations for deferment are in order only after the draftee 
has received his questionnaire for classification. 


JOBS Employment will increase steadily through 
most of 1941 because Army and Navy defense orders 
cannot possibly register their full impact until late this 
year. When that has happened, few employables will 
remain unemployed. 


PRICE PARADOX If your boss, or any of your 
customers are inclined to lay in heavy stocks in the 
hope of making a speculative profit—discourage them. 
When this administration indicated that price sky- 
rocketing through speculative buying is taboo, it meant 
just that, WITNESS: with plenty of copper available 


Be assured by someone who knows that no 
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right here in the U.S.A., a government agency is buy- 
ing 100,000 tons from Latin America to keep ‘“‘on the 
shelf’ for ready sale, just in case our domestic pro- 
ducers should try to stage a price boom. BUT—don't 
discourage any buyer from maintaining ample stocks 
well ahead of need to prevent production delays or 


shortages. 


PRIORITIES The Priorities Board is tackling a 
herculean task with admirable composure and an hon- 
est desire to be eminently fair. Normal business is to 
be disturbed only where absolutely necessary. Sub— 
as well as prime contracts—now can get preference 
on raw material deliveries if urgent defense needs are 
involved. 


NEW PLANTS Needs for speedy prosecution of 
the National Defense Program involve the building of 
many new plants, the size of which and location is still 
undetermined. Certain is that NON-INDUSTRIAL 
AREAS in the Middle Western states will be looked 
on with favor. Reason: Isolated industrial plants, far 
removed from the eastern seaboard and away from 
industrial centers are less vulnerable to aerial attack. 


WRITE if you want specific information on some 
matter handled in Washington. Address your letter 
to: Washington Straws, c/o Whaolesaler’s Salesman, 
330 West 42nd St., New York, N. Y. 
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The CAMERA CLICKS 


Silent Salesmen 
Ring Up Sales 


OUNTER sales should contribute a 

large slice of the wholesaler’s 
total volume. General Electric 
Supply’s Seattle house operates on 
this principle, has plenty of displays 
to make certain that contractors and 
dealers are reminded of possible re- 
quirements. 








1. Display of switches, branch circuit 
cutouts, multi-breakers, etc., is sort of 
an inside show window squarely facing 
the front door. 


2. One end of city counter, with sign 
above showing who is on duty. M. A. 
Schon, head counter salesman, does some 
phone selling. Under sign is display of 
silk, cotton and rubber covered cord. 





3. Parade of wiring devices stands at 
one end of counter, accessible to both 
customer and salesman. When customer 
can not remember a catalog number or 
name, he can point. 


4, Four standard type ventilating fans, 
all wired and running much of the time, 
1 are mounted on this panel. For protec- 2 
tion, fans are screened. 





5. Before and during the fan season, a 
broad range of models are at work on 
counter. 
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*S2 VaAlLwALE 


A Quick 
Approach 
to New Markets 


in 194] .. increase your sales 


with ACCURATE TAPES 


“Backed by over 25 years of experience 


Let ACCURATE Tapes help you develop new accounts and increase your 
sales to regular customers. Don't overlook the great possibilities for tape 
sales in 1941, ACCURATE Tapes are made by specialists in tape manutac- 
ture—they have ''built in'’ quality which gives them high adhesion and long 
life. ACCURATE Tapes are 


WERT RRR truly non-raveling. Give your 
il customers ACCURATE value 
and yourself extra profit. AC- 
CURATE Tapes are real busi- 


ness builders. 


THE ACCURATE LINE 


ALBATROSS Friction Tape 

ACCURATE Specification Friction Tapes 
ACCURATE Super-Service Friction Tape 
ACCURATE Rubber Tape 

ACCURATE Specification Rubber Tapes 
ACCURATE Super-Service Rubber Tape 
ACCURATE Speed Splice 

WAREHOUSE STOCKS 


NEW YORK ATLANTA LOS ANGELES BUFFALO 
BOSTON DETROIT SAN FRANCISCO CLEVELAND 
PHILADELPHIA CHICAGO PITTSBURGH 



















BALTIMORE 


ACCURATE MANUFACTURING CO. 
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Camera Clicks (continued ) 





New (Quarters 
For Better Selling 


ENTRAL Queens Electric, Ja- 

maica, New York, occupies these 
modern quarters at 92-35 166th St. 
While in the old location, President 
Harry Berken and his associates 
planned the many smart merchandis- 
ing ideas incorporated here. 





1. Building has 8500 square feet of 
space, all on one floor. Note drive- 
in feature at left. 


2. Attractive entrance to series of 
residential lighting rooms. (A later 
issue will show idea-features incor- 
porated in the lighting rooms.) 





3. Neat and complete display panels 
near sales counter show contractors 
what’s available in wiring devices, 
conduit products, wire, lamps. 





4. Small appliances are displayed on 
such ultra modern individual tables 
as this. They were specially de- 
signed for Central Queens. 


5. Metal sales counter extends about 
30 ft. along one wall. Behind it we 
see Lighting Manager Ralph Robbins 
and Supply Manager Jack Twersky. 
Many types of commercial fluorescents 
hang from the ceiling. 


6. Bank of mercury switches (we re- 
moved cover plate) for controlling 
part of lighting display in general 
showroom. Mercury switches are in- 
stalled throughout. 
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G-E WIRING MATERIALS 
IN TODAY’S MARKET 

























Distributor salesmen selling G-E wiring mate- 
rials have these four advantages: 

1. The G-E line of conduit, wire and cable and 
wiring devices is complete. Materials for every 
type of wiring job can be furnished. 

2. The quality of G-E wiring materials is uniform- 
ly high. They are carefully made of the finest 
raw materials. Different grades are available— 
each a leader in its class. 

3. Stocks of G-E wiring materials are maintained 
by G-E Merchandise Distributors located at all 
key points in the country. Local service is 
available in every district. 

4. G-E engineers are working continuously to de- 
vise new products to meet changing conditions, 
and to improve old products. 

With these advantages, distributor salesmen sell- 
ing G-E wiring materials are able to supply their 
customers with exactly the materials that are 
wanted. No substitutions are necessary. Wiring 
Material Section, Appliance and Merchandise 
Dept., General Electric Co., Bridgeport, Conn. 


GENERAL ( ELECTRIC 
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hen You Telephone 


Reach for the phone to flash hot news such as leads, 


price changes, 


new developments, 


By Frederick G. Davis 


sales campaigns 








Johnson 


Electric. 
speaking. Who is this? Oh, 
Bill Smith. 


6601 ERVICE 


How are you, 


sill? . . . When are you coming 
over again? Better make it 


soon. The family was asking about 
you just the other night. 

“Where are you? Oh, yes. 
Anything special on your mind? 

. . The fire at the textile plant? 
How did you know about it? 

“You saw it in the paper? Sure, 
I ought to be able to get some of 
the business when they rebuild. 
I'll check on it today. You'll help 
on specifications? That’s fine. I 
appreciate it. I’ll get in touch with 
you just as soon as things start 
moving. So long, Bill.” 

If Bill knows his contractor well 
enough to be asked out to his house, 
it makes sense that Bill has estab- 
lished himself. He has the con- 


fidence of the man who helps butter 
his biscuits. That chalks up Rule 
Number One in Telephone-Selling 
—confidence must be established. 

A wholesaler’s salesman might 
as well try to bail out the sea with 
a sieve, as to work the wire before 
confidence is solidly established. It 
is, incidentally, a primary rule of 
all selling. The personality must 
get across and that is the starch in 
the situation. Once that is estab- 
lished the salesman can go places, 
can use the telephone, thereby save 
time and gas. 

Rule Two gains the interest. It 
is this: have a reason for calling. 

If the salesman asks, “Want any- 
thing today?’ he should have saved 
the toll charge. He should have a 
reason for taking the time of his 
prospect or customer before getting 
on the telephone. 
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This article Opened with a tele- 
phone conversation. There was a 
Bill Smith had a lead for 
his customer. He saw the news 
about the fire and made it a reason 


to call. He prompted his customer 


reason. 


to get busy with this opportunity 
for some profitable business, which 
in turn will get him an order for 
motors, controls, wiring materials, 
lighting, etc., if the contractor lands 
the re-wiring job. 

Seing on the alert, he saw a lead 
in the newspaper, then used the 
phone to flash the tip-off to one of 
his customers. 

The Telephone can also be used 
effectively to make the case im- 
portant. The salesman has a spe- 
cial deal. It’s a real buy. Get on 
the phone and offer the P.A. a 
chance to get aboard. Urge him to 
hop on for profits while the thing 
is still brewing. 
be too late. The price is sure to 
jump. You'll drop over and ex- 
plain the details. 

If there is a large sales-squad 
ganging around the waiting room, 
don’t join them. Go to the nearest 
phone booth and give the buyer a 
ring. Thus you get by the skir- 
mish line and into the inner sanctum 
at once. Tell him you know he’s 
going to be tied-up because you saw 
the mob outside his office. But will 
he join you at the hotel for a quiet 
lunch ? 


Tomorrow may 


During lunch give him the peace 
he craves. Wait until he gets to 
Then tell him your 
tale. You won't be interrupted. 
And all for the price of a telephone 
call and lunch! 


his perfecto. 
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0eS epartmentalizing Pay? 


Specializing its sales organization, Columbian Electric of 


Kansas City, obtains streamlined coverage and efficiency 





OLUMBIAN ELECTRI(¢ 
City, 


four classes of 


COMPANY 
distributes 
merchandise : 
wiring materials, lamps and _ light- 
ing, appliances, and radio. It had 
always been the custom for each 
salesman to sell any or all of these 
lines. For instance, if a supply cus- 
tomer wanted to buy 


of Kansas 


lamps or 
radios or appliances, the same man 
who sold him wire would proceed 
to sell him anything else he re- 
quired. 
This method was adequate up to 
a certain amount of volume. But 
when Columbian took on an impor- 
ant new line and business in all 
departments increased generally, it 
was felt that a change in the sales 
setup should be made in order to 
handle increased volume and addi- 
tional customers more intelligently. 
Consequently, Walter S. Blue 
and W. B. Satterlee, the boys who 
run Columbian, discussed ways and 
means of serving their customers, 
their suppliers and themselves to 
the best advantage. The idea of de- 
partmentalization was discussed. 
“We talked about the advisability,” 
says Mr. Blue, “of effecting a dras- 
tic change, through making each de- 
partment completely separate, with 
its own manager and salesmen. 
“What were the possible advan- 
tages and disadvantages? Wouldn’t 
it make for needless confusion, and 
extra bookkeeping? Wouldn’t it be 
an expensive project, calling for 
additional salesmen, more book- 
keeping, general increased over- 
head? In what way would this new 
system compensate for the greatly 
increased overhead ? 
“What,” Mr. Blue continued, 
“would happen to our salesmen on 
the road? A salesman for the radio 
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Instead of having salesmen handle all lines, Walter S. Blue and 
W. B. Satterlee departmentalized this way—supplies and lighting; 


appliances; radio. 


department couldn’t sell lamps to 
his customer; a supplies salesman 
couldn’t sell appliances to his cus- 
tomer, and so on. It might possibly 
make confusion and wasted effort. 

“But on the other hand, there 
seemed to be definite ad- 
vantages to the plan. It would mean 
specialization for our salesmen. 

“So we decided to experiment by 
departmentalizing two departments. 
We selected radio, and appliances 
for the test, and set about the job of 
reorganization. It meant taking on 
seven new men to handle these two 
departments, and we did this. 

“We began the experiment a little 
over a year and a half ago, and it is 
safe to say that a full eighteen 
months’ testing is sufficient to de- 
termine success or failure in a ven- 
ture of this type. So I feel that I 
can now definitely say that depart- 
mentalizing pays. 

“The change cost a good deal, 
caused some confusion as could only 
be expected, but it worked out bet- 


some 


They say, “Departmentalizing pays.” 


ter than we had even hoped it 
would. It increased business enough 
to warrant the added expense and 
overhead. In fact, this period of 
departmentalization has been the 
biggest this company has ever had! 
Although the large increase in busi- 
ness is very likely due, in part, to 
the general upswing, it is also due 
to departmentalization.” 

Continues Mr. Blue, “The best 
result of the new system has been 
to give each salesman specific duties 
to perform, resulting in some real 
straight-line thinking. Our supply 
men, radio men and merchandise 
men can be in the same town at the 
same time, and one will not infringe 
on the other. Our radio man cannot 
sell a refrigerator, and our supply 
man cannot sell toasters. However, 
the efficiency of each has been 
greatly increased. Each knows his 
own line thoroughly, and can there- 
fore do a much better job of selling. 
On the evidence of eighteen months’ 
experience, it pays handsomely!” 
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System Speeds Sales 


A practical and simple method for synchronizing warehouse layout, price 


sheets, specification data and advertising material for more effective operation 





“Oh John, where are those four- 
inch boxes stocked ?” 
“Frank, where is the price sheet 
on starters?” 
‘Where did you put those new 
folders on toasters?” 
UCH questions are repeated 
many times a day in wholesale 
houses all over the country. 
Time is lost. Customers are de- 
layed. Service is slowed down. Good 
will is imperiled. 
the boss does not believe in system. 
It is true that plain “red tape” is 
bad, but systematic operation is 
something entirely different and not 
merely desirable but necessary in 
this electrical wholesaling business. 


And all because 


Therefore it’s a good idea for any 
wholesaler to maintain stock, cata- 
logues, and price sheets in a defi- 
nite order. 

Here is a system employed by an 
eastern wholesale house for doing 
that job simply and effectively. It 
is based on a method originally pub- 
lished in WHOLESALER’S SALESMAN 
in 1932, which was revised and 
brought up to date in 1937. In this 
house, the system is used for laying 
out the stock room; maintaining 
the file of data and price sheets; 
keeping mailing pieces and other 
advertising helps in 
fashion. 

The key-system as published and 
applied by the wholesaler is set up 
into three divisions. “A” is for 
Construction and Maintenance Ma- 
terials. “B” covers Apparatus and 
Equipment. Appliances and other 
Resale Merchandise Items are kept 
in the “C” group. 

Each of these three divisions, in 
turn, is broken down by individual 
products. For example under “A” 
(Construction and Maintenance 
Materials), Conduit and Fittings 


businesslike 
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Pricing department 
has catalogues divided 
into three _ sections. 
Product breakdown is 
on the face of each. 


are “1.” 
step, various types of Conduit are 


Carrying this to the next 


keyed as “1.1”—‘1.2,” and so forth. 
Two sets of these keyed-catalogues 
are wused, one at the counter, the 
other by the pricing department. 

This is how the one at the counter 
speeds up service. Suppose a cus- 
tomer wants information or prices 
on Chimes. The counter man opens 
the catalogue to Section B (Equip- 
ment and Apparatus) and then to 
department “10.1.” There he gets 
the complete story in a hurry. This 
procedure covers all products, and 
the pricing department uses theirs 
in the same manner. 

The warehouse stock is identically 
indexed. Wiring Devices (Con- 
struction and Maintenance Mate- 





All catalogues as- 
sembled according 
to product classi- 
fication. Counter 
salesmen can find 
answers quickly, 


rials) are in the A Division, aisle 6. 
If the warehouseman wants some 
Attachment Plugs, he will find them 
on the shelves marked 6.6. If he 
is after fuses he goes to aisle 7. 
There they are, each type on the 
proper shelf. Other commodities 
are warehoused in their particular 
niches according to the key. 
Advertising and promotional ma- 
terial is similarly stocked, with mail- 
ing pieces, display cards and other 
helps kept in bins according to prod- 
uct, and following the key system. 
sy using this system, the whole- 
saler has no difficulty in cataloguing 
and warehousing some 4,000 prod- 
ucts. More important, it means 
the boys can work faster, give better 
service, time for more selling. 


MEN 


you should frou 





ORN and educated in San Fran- 
cisco, Fred C. Todt, Los 
Angeles District Manager for 

General Electric Supply Corp., 
seems to have desired an electrical 
career from the first, for when he 
was a youngster he signed up with 
the Southern Pacific as a_ student 
telegrapher. This was a sort of com- 
bination interne and roving center, 
without pay, but with excellent op- 
portunities for all-round education 
in railroading and electricity. 

\fter oa eighteen 

months, he became eligible for serv- 


strenuous 


ice. His first call was as a ware- 
houseman at $45 per month; his 
second, after a brief interlude with 
broom and bundles, was tapping out 
signals. 

Still, he found spare time to ab- 
sorb a correspondence course in 
electric lighting (in the era of car- 
bon lamps and_ crimped = glass 
shades). Fortified by his stamp- 
embroidered diploma, he was hired 
by Western Electric, San Francisco, 
in February, 1906, as a stock man. 
Later he advanced to the telephone 
apparatus service department. 

In 1909 Todt was shifted to sales 
and after some preliminary polishing 
was given the road sales job. It was 
literally “the” road sales job, for 
he covered all Northern California 
and Nevada as a sort of human 
jumping bean, selling the Supply 
Department's entire line of wiring 
materials, motors, and telephones. 

In 1911 Todt resigned from the 
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Fred C. Todt of Los Angeles 


He began covering the West in those early 


days of carbon lamps and crimped glass shades 


Western Electric Co., Supply De- 
partment, and joined the Portland 
Branch of the Pacific States Electric 
Co. (later the General Electric Sup 
ply Corp.). Once again he was a 
lone roadman, this time with Ore- 
gon, Washington, and 
Idaho to cover. 

After traveling the country terri- 


southern 


tory for five years, Fred Todt was 
recalled to Portland as a city sales- 
man, and in 1921, moved to San 
Francisco with special sales duties. 
These paved the way for his ap- 
pointment in 1922 as District Sales 
Manager and, within six months 
as District Manager. There, this 
rover found a home from the range 
until New Year’s Day, 1935, when 
he was transferred to Los Angeles 
as its District Manager, where he 
serves his company and the elec- 
trical industry generally. 

Just as when he was an & hour 


a week telegrapher he found time 
to study electricity, so now, with 
all his business preoccupations, he 
finds time to play an active part in 
association and service 
club work. He was a pioneer trus- 
Electrical Development 
League of Los Angeles. He has 
worked hard on important N. E. 
W. A. and P. C. E. A. committees, 
has just completed his second term 
as Chairman of the former's Pacific 
Division, and has been chairman 
of the latter’s Guidance Commit- 


essential 


tee ( yf the 


tee, Business Development Section. 

Fred Todt’s business career has 
extended over nearly 35 critical 
and constructive years of the elec- 
trical industry, during which it has 
expanded incredibly. He has had 
an important part in that growth. 
But instead of settling conserva- 
tively into the collar he is still pro- 
gressive and enthusiastic. 
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The Return of Hard Luck Sam 


The Blind Date 


By Coit A. (Duke) Smith 





Dear Phil:— 

Yours received. You say you 
heard no yelp from me in two years 
so you figure Sam must have been 
washed up as Public Hoodoo No. 1. 
Your deduction is correct, Pal, so 
here’s your $10 and a box of Mud- 
pies. Yep, getting business in chunks 
ruined me as a Jinx. That hurt be- 
cause it had been sweet to be tops 
at something, even bad luck. 

But I never gave up hope. I 
knew I couldn’t keep on getting 
orders for any length of time—it 
just wasn’t decent. Finally, after 
months of suffering, it came. That 
two-timing blonde floosie, Lady 
Luck, threw me a $40,000 curve on 
the hospital job over at Cannondale, 
putting me back on the throne. It 
was this way. 

At Cannondale I found the usual 
mob of with their 
seconds—the factory salesmen and 
agents—all looking for Yehudi, 
meaning, of course, the proper guy 
to shoot the works at. It was that 


competitors, 


kind of a job; guess the right man _ 


and you’re in and vice-versa. I 
was working with our best’ agent, 
Jake Olden, he feeds us four big 
lines. Just before we separated to 
start hunting I asks: “Who do you 
think is Yehudi, Jake?’ He says: 
“A local contractor with an in, sure 
as shooting, but nobody knows who. 
It’s a blind date, Sam, let’s play the 
field today anyhow. Soon as you 
find a guy that smells nice, gimme 


the sign. I’ll do the same and after 
we check up we'll put the heat on.” 

About five P. M., after no luck, 
a local contractor named Carson 
saw me in the lobby and invited me 
up to his room. But he didn’t smell 
nice so I didn’t go. He was stewed 
to the eyeballs and all he knew 
was: “Ahm goin geh thaa zhob!”’ 
His odor as a prospect was no bet- 
ter than his breath, which was eat- 
ing into my two-dollar tie. I had 
made many contacts that day, no 
balls of fire and Carson was low 
on the list. I was wondering what 
to do when here comes Olden and 
flashes: “Yehudi.” So I looked 
around for where to dump Carson. 
And right from Heaven came the 
answer—Gil Cleary, an agent from 
St. Louis. Quick as a flash I in- 
troduced Carson right into Cleary’s 
lap, and quicker, Jake and I bailed 
out. What an escape! 
Jake and I soon decided that his 
candidate, Dan Matthews, would 
stand the acid test. Good system, 
men, tools and reptitation, especially 
on big jobs. From then on we stuck 
pretty close to him except for time 
taken to slip figures to some of the 
dark horses who might pull a fast 
one in the stretch. Price caused 
most of our arguing with Matthews. 
We held back our insides (I mean 
our inside discounts,) long as we 
could, then sewed him up. 

Four days and nights in the 
trenches, Phil; nobody would give 
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in, we went after ‘em like canaries 
and they fought us back like cats. 
Then came the big push, we went 
over the top at last and found Vic- 
tory. Yeah, but Victory for who? 
For Yehudi? Sure, but he wasn’t 
him, he was CARSON!!! Oh sure, 
Carson was pie-eyed when | met 
him but he had the price and the 
swell “in” and secret backing and 
everything. So he got drunk to 
celebrate and then nobody would 
listen to him but Cleary, that sewer 
rat, who took him away from me 
and kept him plastered till just be- 
fore the pay-off! 

Down with liquor and blind dates. 

Back to K. C. and let the Old 
Man plough me under, was my next 
move. but 


when I got there he 


didn’t seem to take any interest 
after the main bad news. Every- 
thing I said about what should 


have happened, and so forth, my 
alibis, went in one ear and out the 
other. I thought I’d cheer him up, 
so I pulls a little card out of my 
pocket and says: “Look, Chief, I 
got weighed on one of those for- 
tune-telling scales today and here’s 
the card that came out. Ain’t it a 
riot?” He reads it out loud: “YOU 
ARE A WONDERFUL WIFE 
AND MOTHER,” hands it back 


and sighs: “Boy, that machine sure 


_ knews its salesmen.” The big chair- 


warmer ! 
Yours in status quo, 
Sam 
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BOTH 48° and 60° 


MAZDA Zlcorescent TWIN-LAMP Lighting Units 


NOW BUILT TO RLM SPECIFICATIONS 


@ Your continued success in capitalizing the new marketing opportunities 
opened by Fluorescent Lighting depends on each purchaser getting maximum 
performance and economy from this new light source. This customer-satisfaction 
depends, to a very large degree, upon basic design and construction factors... 
not readily discernable without exacting laboratory and engineering tests. 


When you push Fluorescent Lighting Units bearing the RLM LABEL, you as- 
sure yourself of a satisfied customer. Furthermore, selling is easier because light- 
ing fixture buyers and specifiers everywhere recognize that RLM labeled lighting 
units are certified by Electrical Testing Laboratories to comply with exacting 
specifications that assure: (1) More Light at No Extra Cost; (2) Balanced Light- 
ing; (3) Low Replacement and Maintenance Cost; (4) Uniform Quality. 








Ss 
PECIFIC, TIONS FOr 


3-LAMP.49” 


d 
ALZAK aL 
Fluores CUMINUM 





| 


The Letters RLM Stand for Reflector and Lighting Equipment Manufacturers 


cent Unit 
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NEW PRODUCTS sce aan Sol 





SOCKET METER TROUGHS 











Line of standardized socket meter 
troughs include #3A outdoor, vertical, 
two-position trough (illustrated). Indi- 
vidual covers for each meter position 
permit work on any one meter without 
disturbing others. Solderless connectors 
on line side will take up to #3/0 wire, 
on load side up to #4/0. Troughs pro- 
vided with disconnects on load side. 
Square D. Co., Detroit. 
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INTER-COMMUNICATING SYSTEM— 





Inter-room system consists of master 
station unit, equipped with five remote 
control buttons, one "Quiet" button, and 
one remote station housed in micro- 
Phone-like metal casing. When master 
control volume is turned up and "Quiet" 





button depressed, no sound is heard 
from remote station until remote control 
operator pushes ‘‘Talk'’ button on re- 
ceiver. Additional remote control sta- 
tions available. Philco Corp., Philadel- 
phia. 
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BURNISHER 





For use in treatment of commutators and 
rings, burnisher FS-6 is designed to pol- 
ish commutator to perfect face, remov- 
ing only surface film. There is no cutting 
action. Clean, smooth commutator im- 
proves brush operation. The Ohio Car- 
bon Company, Cleveland. 
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PRESSURE CONNECTORS 





Solderless pressure connectors are de- 
signed to connect quickly and simply 
and grip fast. Twin-bolt construction and 
spring-action grip of clamping plate 
avoid changes in clamping pressure from 
cable strain and vibration. Connectors 
provide for smallest size of wire likely 
to be used, take minimum of wiring 
space. The Chase-Shawmut Co., New- 
buryport, Mass. 


Whee writing WHOLESALER’S SALESMAN 


January 1941 — WHOLESALER’S SALESMAN 








SERVICE CONTROL 











ne 


Pull-out type service control, rated at 
100 amp., 230 volts a.c., is available with 
or without branch circuits. Also furnished 
with two 60 amp. pull-outs; and 4, 6, or 
8 plug fuse circuits rated 115/250 volts. 
Features include dead-front construction. 
Bakelite switch base, 3-wire grounded 
solid neutral. Surface or flush mounting 
types. Cutler-Hammer, Inc., Milwaukee, 
Wis. 
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mention 


FLUORESCENT LAMP 
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Latest addition to fluorescent line, 100 
watt white fluorescent lamp, is 60 in. 
long, 2!/g in. in diameter. Has mogul bi- 
pin base, initial lumen output of 44 
lumens per watt. Rated average life said 
to be 2000 hours. Hygrade Sylvania 
Corp., Salem, Mass. 
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TIMER 








Automatic Reset Timer and Time Delay 
Relay has new micrometer adjusting knob 
and indicator. Device makes accurate 
settings and minor changes in adjustment 
of time interval readily possible. Features 
include simplicity, ruggedness of mechan- 
ical assembly, flexibility and ease of ad- 
justment. The R. W. Cramer Co., Inc., 
Centerbrook, Conn. 
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SOLDERING MACHINE 





Model F, a treadle operated machine 
which advances the iron straight down- 
ward and feeds predetermined amount 
of solder automatically to a desired 
point. The average industrial iron is 
adaptable to the machine. Model N is 
identical except that it does not have 
the solder feeding mechanism. Electric 
Soldering Iron Co., Inc., Deep River, 
Conn. 
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ELECTRIC MIXER 








Three-beater construction and swinging 
three-way hinge which makes it possible 
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to invert mixer without removal from 
base are principal features of model 
DM8. Speeds as high as 1200 rpm. 
obtainable. Both kitchen and utility ac- 
cessories available. White enamel finish 
and black Textolite handle with thumb 
rest, General Electric Co., Bridgeport, 
Conn. 
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P. A. REPRODUCERS 





Baflex reproducers are available in four 
models for use in public address sys- 
tems, schools, auditoriums, etc. De- 
signed to eliminate “back radiation". 
Adaptable for use with television and 
Frequency Modulation receivers which 
require a wide audio frequency range. 


Utah Radio Products Co., Chicago. 


When writing WHOLESALER’S SALESMAN 


INSULATION FORMER 








Insulation former for either plain or cuffed 
insulation of any length and up to 8 in. 
maximum width. Makes neat fitting and 
uniform slot linings which speed up wind- 
ing and prevent burned out armatures 
caused by winding being torn when coils 
are tamped into place. Insulation is 
guided between rubber roller, which pro- 
tects the insulation, and two creasing 
rollers. Ideal Commutator Dresser Co., 
1047 Park Ave., Sycamore, Ill. 
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DESK LAMP 








Desk lamp, catalogue No. 580, is 
equipped with automatic push socket, 
12 in. gooseneck arm, double ring de- 
signed shade. Base has pen and pencil 
grooves and two side grooves for paper 
clips, four felt discs to prevent marring 
and scratching. Eagle Elec. Mfg. Co., 
Inc., Brooklyn, N. Y. 
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AUTOMATIC TOASTER 


ee 


Pop-up toaster has thermostatic control, 
may be set for light, dark, or medium 
degree of browning. Melba toast set- 
ting keeps toast in wells if desired. 
Finished in tarnish-proof chrome. West- 
inghouse Elec. & Mfg. Co., Mansfield, 
Ohio. 
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CONNECTOR 








Versitap, type QPX electrical connector 
may be used as a parallel tap, a 
T-connector, a cross connector or as an 
end-to-end connector and will clamp a 
range and combination of cable sizes in 
either the main or branch connection 
grooves. Ten sizes accommodate cables 
from No. 8 to 1,000 M.C.M. Burndy 
Engineering Co., Inc., New York, N. Y. 
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PLASTIC SHADE 








Seven-inch wide shade is made of 
translucent plastic and equipped with 
clip attachment that fits any size bulb up 
to 100 watts. Designed to transmit large 
amount of direct light while filtering out 
glare. Handy size permits use of two or 
three shades on one fixture, depending 
on number of bulbs. Choice of white or 
ivory. La Salle Lighting Products, Inc., 
143 Seneca St., Buffalo. 
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VOLTAGE TESTER 








Different colored bands for each a.c. 
voltage and increased travel of pointer 
at higher voltages make possible easier 
readings on improved voltage tester, 
No. 5000. Vibration of pointer distin- 
guishes a.c. from d.c. Long, rubber-cov- 
ered lead wires have hooks and sharp 
points for piercing wire insulation with- 
out damage. Square D Co., Detroit. 
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IRON STAND 





Roller-bearing iron stand features ramp 
with soft metal roller bearings, concave 


base that 
screw 


reflects heat toward iron, 
hole for fastening iron  per- 
manently to board. Designed to elimin- 
ate heavy lifting operations. Fits all 
standard size flat irons. The Silex Co., 
Hartford, Conn. 
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by Chicago Transformer... especiaucy 
ORY TU UT 4 1 a ee iL YY ee, ee) 
MINIMUM OF HUM... AND HIGH POWER FACTOR 


Here are ballasts built to maintain a new high in operating per- 
formance—A line so constructed that losses and hum are reduced 
to a minimum—New units to help you give the utmost in customer 
satisfaction e Available in 15, 20, 30 and 40 Watt sizes, single 
and 2-lamp installations, for all voltage ranges, 50 or 60 cycles, 






and in High Power Factor types, complying with lamp manufac- 
turers specifications, and listed by Underwriter’s Laboratories ¢ 
Mail the coupon, today, for full details on these business-building 
fluorescent lamp ballasts. 


CHICAGO TRANSFORMER CORPORATION 


CHICAGO, ILLINOIS 





Chicago Transformer Corporation 
3501 W. Addison St., Chicago, Ill. 

Please send your Fluorescent Lamp Ballast bulletin and 
discount sheet. | understand that this does not obligate me 
in any way. 
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ITS GOODRICH 


Goodrich makes all 
styles including 
R.L.M.-approved 
fixtures to meet the 
most exacting indus- 
trial requirements. Where perma- 





nence is required, Goodrich fixtures 
are finished in porcelain enamel. 





FLUORESCENT 
FIXTURES —for high intensity in- 


dustrialillumination. Many newstyles 
include fixtures for the 100-watt fluo- 
rescent lamp. 


ty 


DISKONECT 
REFLECTORS 


—the simplest, detachable 
reflector ever made. At- 
tached or detached in an 
instant by means of a sim- 
ple smap lock. 








THE STOCKLITE 


for correct illu- 
mination of shelves 


3, 


~~ 


and bins in narrow 
stockroom aisles. 
Directs light where 
needed—eliminates aisle glare— 
speeds work, 


- 


FLOODLIGHTS 


—for uniform illu- 
mination of out- 
y/ door areas: a wide 
selection of styles 


for long and short range lighting; 
available for pole or bracket mounting. 


STANDLITES 

—widely used by 

gasoline service 

stations, in park- 

ing lots, on drive- 
ways, station platforms, in fact the in- 
dustry’s most popular fixture for this 
kind of service. 


The above are but a few popular fixtures from the complete Goodrich line. No 
matter what your industrial lighting requirements may be, Goodrich has the 
answer. Literature is available on all Goodrich fixtures. 


SOLD ONLY THROUGH 


GO! C 


a | A ts 





GENERAL OFFICES AND FACTORY: 4610 BELLE PLAINE AVENUE, CHICAGO, ILL. 
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FLUORESCENT CHANNELS 











Finished in brushed, rust-resisting zinc- 
coated steel, fluorescent channels have 
flush snap-on covers and screw-driver 
snap release. Furnished in one- or two- 
light V models. Units available in 4, 6, 
10 and 12 ft. sections. Flush, ceiling 
truss, or suspension mountings. Wilson 
Lighting, Inc., 411-413 S. Clinton St., 
Chicago. 
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SCREW-HOLDING DRIVER 


——_ 








Screw-holding driver of expanding bit 
type facilitates both insertion and re- 
moval of screws, particularly those lo- 
cated in places difficult to reach. Avail- 
able in various sizes and lengths for use 
in photographic, electrical, radio, auto- 
motive and office equipment industries. 
H. J. J. Co., 1946 Franklin St., Oakland, 
Calif. 
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INFRA-RED UNIT 








Portable infra-red ray unit, No. 13, for 
radiant energy baking, heating, drying 
and dehydrating, has drying surface cov- 
erage of approximately 4 ft. by 6 ft. 
Can be tilted at any angle and swung 
into vertical as well as horizontal posi- 
tion. Height from floor may be varied 
from 8 ft. to 12 in. North American 
Elec. Lamp Co., 1034 Tyler St., St. 
Louis. 
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FLUORESCENT UNIT 

















Fluorescent unit, Masterlite, for general 
and localized industrial illumination is 
available in suspension or  ceiling- 
mounted types. Reflector is porcelain 
enameled inside and out. Closed ends, 
and 13 degree shielding angle of re- 
flector, shield lamps from direct view. 
The Miller Co., Meriden, Conn. 
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A.C. STARTER 





Oil-immersed combination a.c. starter, 
for use in corrosive or hazardous gas 
locations, is available with or without 
circuit breaker. One-piece cast-iron head 
permits conduit entrance from five di- 
rections. All exposed parts constructed 
of stainless steel and Monel metal. Cop- 
per-bearing steel tank. Reversible tips 
prolong contact life. General Electric 
Co., Schenectady. 
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SOLDER POT 








Automatic miniature solder pot holds 
134 ounces of 50/50 solder. Is well in- 
sulated against loss of heat and has 
adjustable thermostatic heat control. 
Available for use on A.C. and D.C. 
Made of cast iron, finished in chromium 
plate and black gunmetal. Vulcan Elec. 
Co., 600 Broad St., Lynn, Mass. 
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Up Goes the Need for 


CRESCENT 
CABLES 


© RUBBER POWER CABLE 


®VARNISHED CAMBRIC 
CABLE 


@ SIGNAL CABLES 
e CONTROL CABLES 


e BUILDING WIRE 
and CABLE 


CRESCENT 


WIRE and CABLE 


TRENTON, N. J.— Stocks in Principal Cities 


SATGVYS AVMMUVd GNYV GASVYONG Avil 








Factory: 


be 


CRESFLEX NON-METALLIC SHEATHED CABLE e SERVICE ENTRANCE CABLE 2 MAGNET hn 
SIMGNVS GAHSINUVA 


Jobber Co-Operation — A Permanent Policy 
CRESCENT ENDURITE SUPER - AGING INSULATION 
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Make SURE of customer satisfaction 


Sell 


LATROBE 

















NO. 110 NON-ADJUSTABLE WATER- 
TIGHT FLOOR BOX 


View shows how tapered unit receptacle 
fits tapered opening in top of box body. 
The final word in design, appearance and 
simplicity of installation. 





NO 252-2 TWO GANG BOX 
Two gang adjustable Floor Box—has No. 
208 Receptacle in one section. One cover 
plate contains '2” Flush Brass Plug, the 
other a 2” Flush Brass Plug. 





NS. 285 DOUBLE DUPLEX RECEPT- 
ACLE NOZZLE 

Attractive, compact, easy to install. Shown 

here with No. 200 cover plate. 


NO. 480 “"BULLDOG'' ARMORED 
CABLE SUPPORT 

Light weight and strong. Permits hanging 

from any angle. The easiest, most econom- 

ical method of installing armored cable in 


buildings of steel construction. 


@ There’s no need to gamble 
with customer satisfaction if you 
sell LATROBE products into 
every wiring job. Their stand- 
ards of excellence in construc- 
tion ... their assured long lived 
operation .. . their flexibility of 
application are tangible selling 
points that can more than satis- 
fy the most exacting customers. 


And, besides being models of 
efficient wiring equipment, 
LATROBE Floor Boxes and Wir- 
ing Specialties are safe, eco- 
nomical and easy to install. 
These are the characteristics 
that appeal to the contractor... 
that guarantee him low-cost, 
ever effective wiring installa- 
tions on all his jobs. 


We feel you should have the 
complete description and price 
of every LATROBE item—ask 
for our catalogs. A letter will re- 
ceive our prompt attention. 








FULLMAN MANUFACTURING CO. 


LATROBE’ e 


& es PENNA. 











ADJUSTABLE WASHERS 





OATENT PERDING 


With Adjusto-Washers, all types of 
switches or receptacles may be mounted 
in exact position desired. Designed to 
keep switch straight and rigid and to 
lock screw all the way down. Amco 
Manufacturing Co., 2526 San Fernando 
Rd., Los Angeles. 
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TWO-WAY CONNECTOR 
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Diminutive connector for Small Diameter 
Wires is compact, does not distort con- 
ductors. Designed to take wires as smal 
as #22 solid. Smallest connector only 
'/2 in. long. Dossert & Company, 242-244 
West 4Ist St., New York. 
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LAMP 









\\\ 


Sof-Glo Nite Lamp, No. 500, is made 
especially for use on night tables and 
mantles, and in nurseries. Equipped with 
on-and-off switch. Black base and ivory 
shade. Stays on night at cost of less 
than three cents per week, according to 
manufacturer. Marks Products Co., Inc., 
Brooklyn. 
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BECAUSE: 


@ It's the most profitable fuse to sell 
@ It's a fuse without price competition 
@ Bare links cannot be used in them 
@ It guarantees you the repeat business 
@ Its quality assures customer satisfaction 
@ It's sold under a strict ‘* THRU THE 

WHOLESALER "’ policy. 
@ It's nationally advertised. 


Get complete details from your 
TRICO Representative, or write 


TRICO FUSE MFG. CO. 


Milwaukee, Wis. 


FUSES 


WASTEBUL SHUTDOWNS 


FAST SELLERS 












POWDER 
PACKED 


TRICQ- 


STOP WASTED KILOWATTS AND 





nas! iit As 


IDEAL Wire- 
sold every 


Thousands of 
Nuts are being 
day, BECAUSE— 





@ Make better Wire Joint— 
Faster. 

@® No Solder, No Tape, No 
Torch. 

@ Better Electrically — 
Stronger Mechanically. 

© Not affected by heat, cold 
or moisture. 

© Make craftsmanlike job. 

@ Fully Approved. 


|. Strip Wires— 
2. Screw On— 


MILLIONS IN USE! 
3. THAT’S ALL! 


Sell namie For VOLUME 


a>, 





JOIST CABLE 
BORER RIPPER 
ES SWITCH BOX 
SUPPORTS 


WIRE-NUT 


- : 
— — 
Lo NWIRE STRIPPER _ FISH TAPE REEL ano 4, << BX ARMOR CUTTER. 


OTHER IDEAL MONEY MAKERS 


. —EE 
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veFUSE PULLER 
tS FUSE 
4 CLIP. 


FUSE REDUCER 


Bs oe TEST- LITE. ano no FUSE PULLER wo fLAMP al 


IDEAL | PETTITT Le 


Ideal Commutator Dresser Company 


1047 Park Avenue 
“OFFICES IN ALL 


Sycamore, Ilinois 
PRINCIPAL CITIES” 


January 


| BOOKS | 
| TO READ | 


National Electrical Code Handbook 
Arthur L. Abbott 


avail- 
1940 
supplies 


The only authoritative volume 
able giving complete details of the 
National Electrical Code. It 
complete information on the requirements 
for the installation of various types of 
electrical materials and apparatus as well 
as rulings applying to special installations 
such as are involved in hazardous loca- 
tions as theaters, elevators and other 
specialized applications. McGraw-Hill 


300k ( QO, $3.00. 


Twelfth Boston Conference on 
Distribution 


That attention at the Twelfth Boston 
Conference on Distribution was focused 
on problems of distribution in a period of 
and war economy, is evidenced 
by the speeches made at the Conference 
which have been gathered into one vol- 
ume, now available from the Retail Trade 
Board, Boston for $3.75. Representing 
the expression of outstanding figures 
from every branch of the distributive 
machine, the volume contains much valu- 


abl e data. 


Salesmen Built America 
George A. Hughes 


defense 


All that 
to be, 


America is, all that it hopes 
it owes to salesmen.” This tribute 
is paid by George A. Hughes in his 
Salesmen Built America, published by 
the Dartnell Corporation. The book is a 
small (95 pages), but very inspirational 
volume written for those in the selling 
end of business. 

Mr. Hughes, who must certainly be 
ranked with America’s top salesmen, is 
chairman of the board of Edison General 
Electric Appliance Company and so can 
and does speak with authority. Many 
specific instances, in short, easy-to-read 
chapters, show the vital role that sales- 
men have always played in America. An 
excellent book that should prove inter- 
esting and helpful to everyone in sales 


work. 
7 


Helping People to Buy 
Eugene Whitmore 


Figuring the human equation as essen- 
tial to successful selling is the theme of 
Eugene Whitmore’s Helping People to 
Buy, published by The Dartnell Corp., 
$2.50. Story after story about well known 


personalities in the sales field, about 
specific sales situations and buyer re- 
actions, help the reader to understand 


the essential 
himself, the 
employer. 
Points are 
subject 
general. 


elements in that equation— 
man he is to sell and his 
There is little abstract theory. 
illustrated from case histories, 


matter is concrete rather than 
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The MOST COMPLETE 


LINE OF 4 
tures can only 


Y give you an idea of 


the variety, because — 
Penn-Union makes ALL good types. 
A complete line of clamps, studs 
and connectors for all applica- 


These pic- 


tions. For all combinations of 
pipe, rod, flat bar, cable, braid, 
tubing. -— 





Every one a 
DEPENDABLE 
unit of protection 
for personnel and 
equipment — of 
ample capacity, 
high mechanical 


strength, and resistant 
to corrosion, 


Write us in re- 
gard to any 
type of ground- 
ing connector. 


Also the most complete line of 
Service Connecto-s, Cable Taps, 
Terminal Lugs, Tees, and other 
fittings. Penn-Union is the choice 
of leading utilities and indus- 
trials, contractors, and manufac- 
turers of electrical equipment. 


Sold by Leading Jobbers 
Write for Catalog 
PENN-UNION 


ELECTRIC CORPORATION 
ERIE, PA. 


UNION 


Conductor Fittings 











DEALERS WHO ATTENDED the annual appliance meeting of Rale Elec- 


trical Supply Co, Asbury Park, N. J. 


Held at the wholesale house early 


last month, the meeting-exhibit was attended by 150 retailers, appliance 


manufacturers, and local utility officials. 





Wire Calculator 


General Cable Corp. has introduced 
a Wire Calculator 
pertinent information on the various 
types of building wires under the Na- 
tional Electrical Code. Measuring 3” 
by 64”, the Calculator is worked 
the window-and-slide principle, en- 
ables jobs to be figured quickly and 


1s af +] 
which gives the 


2o 
easily. 


Iron Combination 


To help their wholesalers and _ re- 
tailers step up their sales, Landers, 
Frary & Clark are offering a “Spring 
Special,” a two-unit “package” con- 
sisting of an automatic iron and a 
sturdily constructed ironing table 
Valued at $9.95, consumers can buy 


the two pieces for $7.95. 


What’s the Moral? 


GREENSBORO, N. C.—When the 
boys at Brower Electric Supply Co., 
this city, compiled and issued a Radio 
Parts Catalogue months ago, 
they knew they had something pretty 
good, but their own opinion turned 
out to be far too modest, as the facts 
will reveal. 


some 


It seems that several radio maga- 
zines reviewed the catalogue—then 
things began to happen. Since those 
reviews appeared Brower Electric has 
received requests from 39 states and 
the following foreign points: Brazil, 
Canada, Tahiti, Mexico, Puerto Rico, 
Hawaii, Canal Zone, Philippine Islands 
and Africa. The latter request ar- 
rived in Greensboro November 20, 
was mailed from Mombasa, Kenya 
Protectorate on September 12. 

The big problem for President R. 


58 


M. Johannesen has 
where to draw the line, because such 
places as Momasa and the Canal Zone 
ire a bit out of his territory. How- 
ever, he informs us that as a matter 
4§ courtesy and international good- 
will, he has taken care of the foreign 


been to decide 


requests, 


Westinghouse Labeling 
New Appliances 


Claiming that consumers are pro- 
testing against present-day marketing 
methods and want more information, 
particularly when buying electrical ap- 
pliances, Westinghouse announces an 
nformative labeling program designed 
to remedy that situation. At a pre- 
view of their 1941 line of appliances, 
December 19 at the Hotel 
Pennsylvania in New York City, 
Frank R. Kohnstamm, sales manager 
of Westinghouse E. and M.’s mer- 
chandising division, announced that 
labels will be sealed on each appliance 
at the factory and will be designed 


staged 


to tell the consumer what the appli- 
ance is made of, how it is made and 
how it should perform. 

At the same time, the company in- 
troduced two new products, the “Laun- 
dromat” and the “Mobilaire.” The 
“Laundromat” is an automatic washer 
which carries out the complete cycle 
of clothes washing operations—wash- 
ing, rinsing and drying. The “Mo- 
bilaire” is a window-type air-condi- 


tioner which heats. as well as cools. 


New Agents 


LOS ANGELES—Two new manu- 
facturer agencies have been estab- 


lished in this city during recent weeks. 
Kenneth M. Anderson, formerly rep- 
resentative for Steel and Tubes and 
later for Appleton Electric Co. here, 
has opened an agency at 1807 East 
Olympic Boulevard. 

F. L. Hockensmith and son have 
established Hockensmith Sales to rep- 
resent manufacturers here and are 
maintaining offices at 443 S. San 
Pedro St. Hockensmith was formerly 
manager of the Electrical Develop- 
ment League of Southern California. 


Philadelphia Reports 


\s every year, The Electrical Asso- 
ciation of Philadelphia did a top-rate 
job in 1940 of selling the public on 
the many advantages of using elec- 
tricity to the fullest extent. 
this past year, twenty-two separate 
campaigns were carried on, such as 
range and water heater, ventilating, 
lighting, adequate wiring, etc. Each 
of these was a full promotion in it- 
self. 

The membership of this association 
four large public exhibitions 
during those twelve months, held a 
large number of important industry 
meetings, ran off a number of purely 


During 


staged 


social events, carried on a continuous 
advertising program via 
boards, 
boards. 


radio, bill- 


newspapers and street car 





ON REVIEW is some of the promotional material used during 1940 by 
The Electrical Association of Philadelphia (see news story above) to aid 


wholesalers, dealers, and contractors in building sales. 


A. L. Hallstrom, 


of Graybar, has just been re-elected president for the third consecutive 


term. 
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Hotpoint Preview 


Edison General Electric Appliance 
Co. introduced its 1941 line of Hot- 
point appliances to its distributors 
from the New York, Philadelphia and 
}oston districts on Dec. 9. The show 
§ Hotpoint ranges, refrigerators, 
water heaters, kitchen sanitation and 
home laundry equipment, took place 
it the Hotel Pennsylanvia in New 
York City. 

The day-long meeting opened with 
addresses by A. A. Borgemenke, New 
York district manager, and R. W. 
Turnbull, vice president in charge of 





Turnbull sounds keynote 


sales. Each division manager then 
presented the products of his division. 
In addition to introducing the mer- 
chandise, subjects such as finance 
plans, home economics, sales training, 
sales promotion, advertising and gen- 
eral merchandising procedure were 
liscussed. The meeting also featured 

three-act comedy and a new Hot- 
point movie, “And the Pursuit of 
Happiness.” This was one of a 
series of six meetings held in various 


“1t1es. 


REA Expanding to 
Industrial Fields 


Wholesalers and their contractor 
ustomers who cover rural territories 
re constantly finding new opportuni- 
ties for building greater sales of wir- 
ng materials, lighting, motors and 
mtrols and other equipment neces- 
iry to industrial activity, through the 
ict that many plants are taking ad- 
intage of available REA lines. 

To illustrate the geographical and 
idustrial diversity of this new and 
xpanding market, the following ex- 
uples of REA industrial applications 
re cited: 

In Southern Illinois, one of the 
rge oil producing fields in this coun- 
ry, the Tri-County Electric Coopera- 
tive is supplying current to three ma- 


This 


jor oil companies. 
tem not only runs an ever-increasing 
number of pumps but goes even fur- 
ther by serving two refineries, a very 
large retail cement dealer, and a day- 


REA sys- 


and-night machine shop. Other oil 
fields throughout the nation are being 
served in this way. 

In northwestern Pennsylvania, 
where the outstanding rural industry 
is coal mining, numerous small and 
medium-sized mines are served by the 
Central Electric Cooperative. Various 
machines and heavy equipment are 
electrically operated, including hoists, 
loading machines and water pumps. 

Among cement manufacturers ac- 
tively served by REA, is the Cumber- 
land Portland Cement Co. at Cowan, 
Tennessee — electricity in this case 
being supplied by the Duck River 
Electric Membership Corporation, at 
Shelbyville, Tennessee. 

New REA lines are making possible 
the use of modern equipment in rural 
hospitals and even law enforcement is 
aided. For instance, the two-way 
radio between cruiser and headquar- 
ters of the LaCrosse County (Wis.) 
highway police is poavered by REA. 

Officials of REA claim that at pres- 
ent there are over 115 different in- 
dustries in more than 3,500 separate 
establishments receiving power from 
their lines. Continued expansion of 
this activity obviously will mean more 
business for the 
saler. 


electrical whole- 


Much Activity 
At General Electric 


Further organizing its force to bet- 
> 


ter serve its customers in the busy 
months ahead, General Electric has 
reported the following recent activi- 


ties: 

T. F. Barton, for the past two years 
assistant district manager of the New 
York district, has advanced to man- 
ager. In this work he is administra- 
tive head of the apparatus sales organ- 
ization in that area. Mr. Barton has 
with the company since 1906 
when he took the test-course following 
graduation from Clemson College. 
Harry J. Deines now heads up ad- 
vertising and sales promotion for the 
radio and television department, suc- 
ceeding A. A. Brandt, recently ap- 
pointed sales manager of that division. 
Deines has spent his entire business 
with the company, joining 
G.E. in 1930 the year he graduated 
from the University of Colorado. 

With the year just completed repre- 
senting the largest volume for its 
plastics department, the company has 
laid plans for expanding production of 
its eastern facilities. Approximately 
$400,000 will be spent on buildings and 
equipment. 

Taking a highly active part in Fre- 


been 


career 


January 1941 — WHOLESALER’S SALESMAN 

















increase porcelain 


sales with 
ILLINOTS 
PRODUCTS 


@ In addition to their exceptional 
value in farm and residential wiring, 
Contractors and Architects use Illinois 
Porcelain extensively for Industrial in- 
stallations such as warehouses, cold 
storage and packing plants, dairies, 
chemical works, ice plants, breweries, 
and other places where 
dampness and fire haz- 
ards are prevalent. 





CLEATS 


Standard one, two, 
and three wire 
types. 


STANDARD TUBES 


In sizes 2 to 48 in- 
ches long, 5/16 to 3 
inch diameter in fol- 
lowin types: un- 
glazed, pinned, gpl. 

ead- 
gg ye ae nd, washer—code stand- 


crossover split, and ard. They don’t = 
crossover. Diameters when driven in - 
all uniform both in- they do stay in place 

side and outside. and have a firm grip. 


ILLINOIS 


ELECTRIC PORCELAIN CO 
Macomb Iiinois 





KNOBS 


Cement coated—nail 
—genuine leather 


ILLINOIS 


. . « FOR TOP QUALITY 
AND Exact EEN 

















12 inch 











Here are the big profit 
makers for 1941— 


Stunning new design, with blades, 
base and motor housing finished in a 
rich dark bronze and with contrasting 
Udylite guards make these new Delco 
Northeasters the most attractive fans 
ever offered to sell at such low prices. 


Send for the 1941 Catalog 


See the other new model Aircirculator 
and Vent Fans and the new sales helps 
that will make the complete line of 
Delco Fans the most profitable fan 
line you can handle. 


DELCO APPLIANCE DIVISION 


GENERAL MOTORS SALES CORPORATION 
ROCHESTER, N. Y. 
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quency Modulation, General Electric 
launched an FM station in Schenec- 
tady late in November. Studio fa- 


cilities are in that city, while trans- 
mitting facilities are in the Helderberg 


hills located about 12 miles from 
Schenectady. Station is identified as 
W2XOY. 


Long ago the company realized the 
value of the means 
creating new uses and applications for 
electricity. In fact it was forty years 
ago that the Research Laboratory was 
launched, and last month the 40th 
Anniversary was celebrated at the 
Mohawk Country Club, Schenectady. 
Speakers at the dinner included Presi- 
dent Charles E. Wilson, Dr. Karl T. 
Compton, president of M.I.T., and 
Samuel Ferguson, president of Hart- 
ford Electric Light Co. 


research as for 


“Universal” Holds 
Four Day Meeting 


For four days last month, major 
appliance regional sales managers of 
Landers, Frary & Clark gathered at 
headquarters in New Britain, Conn., 
to review ‘40 achievements and pre- 
view models, sales promotion and ad- 
vertising for the current year. 

The meeting, attended by Universal 
managers from coast-to-coast, opened 


with a special range session built- 
around the company’s 1941 range 
theme—*‘Precision Cooking.” B. C. 
Neece, general sales manager, said 


that 1940 range sales went far above 
expectations, attributed the fine record 
to a combination of effective selling 
and such product features as Mult-I- 
Heat Control. 

H. M. Parsons, appointed 
range sales manager, presented each 
of the new “Precision Cooking’’ mod- 
els. W. J. Cashman, sales promotion 
manager, related how the theme would 
be worked into the powerful 1941 ad- 


newly 


UNIVERSAL 


MAtoe ADDY IANCE < 


lor 194) 


i tie a 








MERCHANDISING 
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IDEAS by F. 
manager of Universal’s vacuum cleaner sales. 
sales managers during four-day sales conference. 


vertising campaign to help wholesalers 
and retailers obtain still greater sales. 
Mr. Parsons also unveiled a full line 
of square-model water heaters, includ- 


ing three regulars and a 
type. 

To make certain that the managers 
knew their cooking story, Mrs. Lilyan 
Tinsley, home service director, had 
each of them do roasting, baking and 
surface cooking. Those who passed 
the tests became members of the “Uni- 
versal Order of Precision Chefs.” 

E. L. Farquharson, washer sales 
manager, presented the “Wash-White” 
washers. Lee Moss, vacuum cleaner 
sales manager, gave the story on the 
new line of vacuum cleaners. 

A banquet at the Shuttle Meadow 
Club, concluded the series of meetings, 
and among principal speakers were 


table-top 


the late A. G. Kimball, president, and 
Arthur E. Allen, member of the board. 





Fluorescent Prices 
Reduced Again 


A still further stimulant to the sale 
of fluorescent lighting will be the low- 
ered lamp prices which went into 
effect the first of the month. Al- 
though fluorescent lamps have been 
on the commercial market only a bit 
more than two years, list prices have 
been reduced about half since then. 

Hygrade Sylvania announces that 
its reductions range from 10 to 15 
per cent over the entire line. Similar 
reductions have been announced by 
General Electric and Westinghouse. 
Typical of current reductions are: in 
daylight or white, 15-watt from 95 
cents to 85 cents; 20-watt, from $1.25 







Moss, 


Lee 
Nester addressed regional 


P. Nester, assistant to 


(See story above.) 
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o $1.10; 30-watt, from $1.25 to $1.10; 
1)-watt, from $1.90 to $1.60; and the 
recently introduced 100-watt, from 
$3.75 to $3.50. 


Poor Elected Y.P. 
Of Hygrade Sylvania 


\t a recent board of directors meet- 
ing, Walter E. Poor was elected vice 
president in charge of all operations 
ff the Hygrade Sylvania Corp. He 
will be located in the New York City 
ffices of the company, at 500 Fifth 
Avenue. 


Fluorescents for 
Packard Lighting 


DETROIT—Biggest order yet for 
100-watt fluorescents is Packard Mo- 
tor’s installation, according to recent 
announcement from General Electric. 
\ll told, 11,640 of G.E.’s new 100- 
watt 60-inch Mazda F lamps are to be 
used by Packard in relighting of an 
existing factory and in illuminating 


another huge structure now under 
construction. 
The present building will be 


equipped with 3,277 fluorescent fix- 
tures made by the Mitchell Manufac- 
turing Company of Chicago. Each 
fixture is designed to employ two of 
the 100-watt 60 inch tubes. A system 
of 2,543 Mitchell fixtures will be used 
in the new building. 

The lighting installation designed 
by Nela Park and Packard engineers 
will provide 40 foot candles of cool 
daylight illumination throughout the 
two factories at working levels. 


OBITUARIES 





Arthur G. Kimball 


Arthur G. Kimball, 60, president of 
Frary & Clark, New Britain, 


Landers, 


Conn., died December 23 in the New 
Britain General Hospital, following a 
irief illness. A native of Evanston, Illi- 
lois, Mr. Kimball joined the Chicago 


taff of Landers, Frary & Clark, makers 
Universal appliances, when he was 
ighteen old. Advancing steadily 
rough various departments of the or- 
anization, he became president in 1918, 
the age of thirty-eight. Mr. Kimball 
irther served the electrical manufactur 
ng industry as a director of the National 
lectrical Manufacturers Association. 
Surviving Mr. Kimball are his widow; 
m, George E. Kimball, an assistant pro- 
ssor at Columbia University; son, Penn 
Kimball, a member of the staff of PM, 
t New York newspaper; a 
Elizabeth Kimball; two 
two sisters. 


years 


daughter, 
brothers and 
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H. I. McConnell, formerly merchan- 


dise manager of Westinghouse Elec- 
tric Supply Co., Philadelphia, is now 
manager of the Richmond, Va., branch 
of that organization. 


Chris Carstens is a new addition to 
the sales force of the Electrical Supply 


Co., New Orleans, specializing in 
sound and intercommunication — sys- 
tems. 

New service manager of G. E. Sup- 
ply’s Chattanooga house is C. G. 
Aichel, formerly service manager at 
Knoxville, where he has been suc- 
ceeded by R. T. Williams. Two spe- 
cialists added at other branches are 


M. L. Putney, lamps and lighting man, 
at Louisville, and H. W. Woodman- 
see, who handles radio, vacuum clean- 
ers and traffic appliances, at Los 
Angeles. 


Richard Fagan has been transferred 


by Graybar from their Butte to their 
Salt Lake City house. 


MORE FACTS 


ON PRODUCTS 





Control Equipment—Bulldog Electric 
Products, Detroit, has issued Cata- 
logue No. 405 listing, illustrating, de- 
scribing and pricing its various lines. 
Helpful feature is index on front cover 
giving pages devoted to each line of 
products. Pages 3-5, prices; pages 
7-16, safety switches; pages 17-18, 
service equipment; pages 19-44, light- 
ing panels; pages 45-56, circuit breaker 
panels; pages 57-68, SaftoFuse panels; 


pages 69-72, Kbl-Duct; pages 73-76, 
miscellaneous. 
Electric Tools—Catalog No. 42 just 


issued by Skilsaw, Inc., Chicago, com 
prises sixty pages of working pictures 
and detailed specifications for their 
line of portable electric tools. 

catalog 


Fluorescents Descriptions, 


specifications, and_ illustrations on 
fl- orescent lighting equipment com- 
prise 14 page booklet released by A. L. 
Smith Iron Co., Chelsea, Mass. 

Motor Starter—Six page, double fold 


catalog insertion GEA-2964B contains 
detailed illustrations of a 


new mag 
netic motor starter produced by Gen 
eral Electric Co., Schenectady. 

Phototube—A 16-page booklet pre- 


pared by the RCA Mfg. Co., Camden, 
N. J., contains, in simplified form, 
complete information on phototubes 
and their applications. 








Heres to... 
Clean Cut Contract 
Work for 1941! 


¥, 


E hope you have all had a 

good year, and are all set for 
an even better one ahead. Many 
of you are taking full advantage 
of the simplicity, time saving, ma- 
terial saving and neatness made 
possible by BRIEGEL METHOD 
Connectors and Couplings. That’s 
why 1940 has brought us hundreds 
of new friends. And for 1941, we 
offer the most highly perfected 
connector available. Let it help 
you turn out many fast, clean cut 
and profitable jobs! 


BRIEGEL METHOD TOOL CO. 


Galva, Illinois 


PYLETS 


The improved heavy- 
duty conduit fittings 











PLUGS AND RECEPTACLES 
VAPORTIGHT FIXTURES 
FLOODLIGHT PROJECTORS 


AIRPORT LIGHTING 
EQUIPMENT 


Write for bulletins with 
complete listings 


THE PYLE-NATIONAL 
COMPANY 


1344 North Kostner Avenue 
CHICAGO, ILLINOIS 











CONTRACTORS 
buy 


THIS 


PORCELAIN 
LINE 


Eliminate the 
problem of 
inactive 
porcelain in- 
sulator 
stocks. Stock 
the porce- 
lain line that contractors BUY — Insulators 
made by Porcelain Products, Inc. 

Modern efficient production methods as- 
sure uniformity of dimensions and high qual- 
ity. Modern packaging facilitates quick 
over-the-counter sales of all items in any 
quantity. 

Porcelain Outlet Boxes and Cover Devices, 
Knobs, Tubes, Cleats, and a complete line of 
material for modern porcelain Protected Wir- 








ing Systems is available. Consistent applica- | 


tion of our policy of one hundred per cent 
Jobber representation provides complete 
protection for wholesalers. 

Check your stocks and place your order 
today for quality insulating materials made 
by Porcelain Products, Inc. 


PORCELAIN PRODUCTS 


INCORPORATED 
FINDLAY, OHIO 


ft SCO 


SOLDERLESS CONNECTORS 


HAVE YOU TRIED 
The New Ilsco Lugs? 









BUILT FOR OVERLOADS! 


The new design — as 
passed by the Underwrit- 
ers’ Laboratories May 1, 
1940. 


Write for Samples today, 
—Along with the New 
Catalog. 


cadan No Obligation..... 
ILSCO COPPER TUBE 


AND PRODUCTS, Inc. 


5629 MADISON ROAD -—--— CIN.,O. 
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? . 
sieaiadcialatiia SAVE YOURSELF TROUBLE 


In replacing broken sockets in Fluorescent Fix- 

y , tures use the ALDEN RoTolLoK Socket. Users 

INDEX can’t go wrong in using them. Impossible to get 

prongs behind contacts or set up wedging strains 
that generally break other makes of sockets. 
hen ordering new fixtures specify 









A 
[ALDEN 
ee ee ee 38 | . 4 
Adam Electric Co., Frank......... 33 | ) 2253 | O)) Coy) &4 
Biden PreGucte Coe. ...ccccstscevs 62 | FLUORESCENT SOCKETS 
American Automatic Elec. Sales Patents Pending 
} Molded end of socket guides 
GO ncscenswineurepanvedaenenenas 12 lamp prongs into the one simple 
Appleton Electric Co.............. 3 opening—then the natural ob- 


vious twist locks the lamp in 
place. A reverse twist and the 
ejector latch gently raises 
lamp out of socket and 


Arrow-Hart & Hegeman Elec. Co. 10 


locks rotor ready for next 











B pe a feature espe- 
Briegel Method Tool Co........... 61 aes hee 
Bull Dog Elec. Prod. Co........... 31 Send for complete story. 
Bussmann Manufacturing Company ALDEN PRODUCTS CO. 
Back Cover . 720 Center Street, BROCKTON, MASS. | 
Cc 
Chase Shawmut Co................ 36 9 
Chicago Transformer Corp......... 53 A | Vew ‘Phone 
Couch & Co., &. H........ 62 | 
Crescent Ins. Wire & Cable es. 55 
Curtis Lighting, Inc........ cate: ae 


Cutler-Hammer, eo. 
Inside Front Cover 





D 
Delco Appliance Corp............. 60 

F 
Fleur-o-lier Mfrs.................4 § Available in 8, 4, 1 and 0 button 
oS ee ee 


sizes. Quality that speaks for itself 


. 5. H. COUCH COMPANY, INC. 


General Cable Co........... ..28, 29 
General Biectsic Coe....cccccrsesss 40 NORTH QUINCY, MASS. 


(Bridgeport) 
General Electric Co. (Nela Park).. 26 a 

















Geedrich BMiectric Co... .....ccceces 54 
Guth Co., Edw. F................. 14 ot PI V\eh= 7] 
H | 
Hazard Ins. Wire Works Div.... 6 YY ai 
Hygrade Sylvania Corp.........34, 35 | _ 
I 
Ideal Comm. Dresser Co........... 57 Customers are 
Illinois Elec. Porcelain Co......... 59 amranes BY won 
Illsco Copper Tube & Products oS ages ee ee 
Inc. : ; ss ere proof top — no 
lass to cut the 
ingers. The color- 
J banded carton and 
the attractive 7- 
Jefferson Elec. Co. , sina aie 16 color displ b | 
play box also 
catch the eye. It all COLOR TELLS SIZE 
means MORE PROFITS EYE-APPEALING 
L for you. SALES GETTING 
Landers, Frary & Clark picreret ae Always "'THRU THE WHOLESALER" 
TRICO FUSE MFG. CO. 
M 
Miller Co.... bate eninge ae ie = pees 
Mitchell Mfg. Co...... <a amie, Se 
Penn Union Electric Corp... es 
Plymouth Rubber Co. —has a copy of the 
Inside Back Cover = s 
Porcelain Products, Inc...... . 62 Directory of Electrical 
Pyle National, Inc..... eae a 
Wholesalers 
R 


RLM Standards, Inst... ; ‘ 50 AT HIS ELBOW 


S 
Square D Company.. errr ee, 


‘ $25.00 per copy 
Fe aa a TS Wholesaler’s Salesman, 330W. 42St., N.Y. 


—to save sales time 
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